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Retail ... 


Handsome rod, double tone striking clock. 
The new popular El Bernice, with genuine 
hand-rubbed walnut or mahogany cabinet with 
inlay panels Design of proved popularity 


verywhere : inches long. 





SESSIONS WESTMINSTER 


CHIMES 28° 


The Wonder Clock of Sessions with the quar- 
ter-hour, self-correcting foolproof Sessions West 
minster Chimes. A_ faithful re-creation of the 
mellow lingering bell-tones of old Westminster. 
In a wide variety of fine cabinet designs of 
genuine hand-rubbed walnut or mahogany. This 
is No. 20A, width 2154 inches. 


Sessions offers the lowest priced chiming and striking 


clocks in the world @ 


Surely. Steadily. The trend gains every 
day. Consumers are learning that it’s 
no longer necessary, in order to get the 
accuracy of the synchronous motor 
clock, to sacrifice the charm of chimes 
or strikes. 

Sessions foresaw this trend 
ready. For many decades a_ leader 


Sessions is 


SESSIONS Eve“'"’ CLOCKS 


among makers of chiming and. striking 
clocks, Sessions has developed exclusive 
and patented methods for putting silver 
voices into electric timepieces. Methods 
that simplify the operation and cut af- 
ter-sale servicing to a minimum. 

Sessions striking clocks retail at $16.50 
to $22. Sessions two-tone strike clocks 

















TRIPLE-TONE CHIMES 
Retail 


One of the well-known Sessions Chapel Chime 
Clocks, with hour and half-hour 3 rod, triple 
tone chimes. Genuine hand-rubbed mahogany 
or walnut veneer cabinet with popular inlay 


design, is 214% inches wide. 


retail at $16.50. And the Sessions Won 
der Clocks, with full Westminster 
Chimes (16 notes on the hour, 8 on the 
half, and 4+ on the quarters) retail at as 
little as $28.50. They are the lowest 
price full-quality chiming and_ striking 
electric clocks in the world. 

Big sales loom on electric strikes and 
chimes. Be ready with Sessions popu- 
lar priced models. Every Sessions cabi 
net is designed from popular preference 
tests over many years. No “hunch num- 
bers” to clutter up stock. The Sessions 
Clock Company of Forestville, Connec- 
ticut. Also Woolworth Building, New 
York; 5 N. Wabash Ave., Chicago; and 
S. J. Hammond & Co.. San Francisco. 
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A Comparison 


TOTAL of 98 houses, 

including branches, are 
listed in the 1931 Edition of 
THe Jopper’s SALESMAN’S 
Verified List of Electrical 
Wholesalers. Of this total 234 
houses (23.8%) are owned 
and operated by the three na- 
tional groups, 70 (7.1%) are 
affiliated with either General 
Electric or Westinghouse and 
680 (69.1%) are independent. 


Comparison of this list with 
the roster of the N.E.W.A. 
reveals that the 380 houses 
which are members of the 
N.E.W.A. comprise 38.6% of 
the electrical wholesaling in- 
dustry. 296 of the 304 national 
houses and their affiliates are 
N.E.W.A. members. The 94 
independent members com- 
prise 14% of the 680 inde- 
pendent houses included in 
THE JOBBER’S SALESMAN’S list. 


This concludes the series of 
analyses of the 1931 Verified 
List of Electrical Wholesalers. 


Our New York Office Moves 


The New York office of 
THE Jopper’s SALESMAN is 
now located in the new Mc- 
Graw-Hill Building, 330 West 
42nd St. 


D. G. PILKINGPON 
General Manager 


enw 


New York: 


GLENN W. SUTTON 
Eastern Manager 
330 W. 42d St. 
Telephone M Edallion 3-0700 


ew 


Cleveland: 


GEO. E. POMEROY 
Manager 
Rockefeller Bldg. 
Telephone Cherry 2440 
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FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 





SELL THE FINEST AND THE BEST, AT A PROFIT 


PEELE 


ERE'S the flashlight of flashlights. A better flashlight. A more beautiful 

flashlight. More practical, too. A fast-selling flashlight that will be the 
pride and joy of every owner. A flashlight that will make people dig down 
in their pockets with a keen desire for ownership. A flashlight that will 
sell...as no other flashlight has ever sold. 

Look at it. Isn‘t it a beauty? Doesn't that diamond-ribbed case make you 
want to PICK IT UP? Doesn't that new button safety switch look depend- 
able? No question about it... and that’s just the way your dealers will 
feel about it, too. 

They're packed six to a Vender Display. Counter display, of course. Takes 
up only a few inches of counter space. Display Vender holds all the most 
popular types of flashlights. You can also sell them in bulk to keep your 
Dealers’ Display Vender filled up at all times—some in red, green, 
black—and chromium plated fittings. 

A big, strong advertising campaign swings into action this Fall. Featur- 
ing the finest lot of flashlights ever devised. Telling people to go and 
BUY THEM. We're certainly doing our part this year... to help you and 
your dealers wind up the year WITH A PROFIT. Get back of Burgess 
Products this year. Make money! That's what your dealers are in business 
for...and that’s what they will make when they push Burgess Products. 











BURGESS BATTERY COMPANY 
Engineers and Manufacturers of Electric and Acoustic Products 
General Sales Office: CHICAGO 


New York Boston Chicago Atlanta Kansas City 
Minneapolis San Francisco Los Angeles 
In Canada: Niagara Falls and Winnipeg 
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E are heartily in 
favor of THE 
JopBer’s SALEs- 


MAN Plan and are al- 
ready using it to a great 
extent. We believe we 
have begun at the right 
end by thoroughly classi- 
fying the customers first 
and then the products. 
In other words, our en- 
tire scheme is based on 
an analysis of the market 
which gives us separate 
lists of industrials, elec- 
trical contractors, com- 
mercial prospects and 


More Wholesalers 


Adopt the Plan 


THE JOBBER’S SALESMAN PLAN 


THE JOBBER’S SALESMAN Plan is a program which 
sets forth the principles of intensive selling, showing 
how simply, yet effectively they can be applied by whole- 
salers and manufacturers working harmoniously toward 
a common objective, greater profits. 


The first principle of intensive selling is to know your 
market. 


The second is a plan for selling that market. 


The Plan covers the application of these principles in 
each of the four major markets: Resale; Contractor; 
Industrial; Commercial. 


By following the Plan, the wholesaler will be in a posi- 
tion to approach definite outlets with definite plans for 
selling definite products. 


assistance to the contrac- 
tor by the wholesaler. 
In much of the electrical 
goods sold this type of 
outlet forms our only 
contact with the public. 
To raise the standard of 
this type of outlet not 
only increases the vol- 
ume of business but 
strengthens the position 
of the wholesaler—Wm. 
M. Fyffe, Wm. M. 
Fyffe, Inc., Brockton, 
Mass. 


E are following as 








appliance buyers. 

To each of these clas- 
sifications we speak their own language in our catalogs, 
literature and through our salesmen. Thus, we have 
salesmen specialists who concentrate on these various 
classifications and this means that an industrial is not 
approached with a lot of miscellaneous and general mat- 
ter in which he is not interested. The same thing applies 
to other classes of buyers. 

While we are by no means ashamed of our present 
classification of products, which naturally follows the 
customer segregation, we are seeking to further improve 
our knowledge of the demand for various classes of 
material. In this connection, we are awaiting charts 
from manufacturers as outlined in the Plan and we be- 
lieve that when these are forthcoming the comparison 
with our data will be highly beneficial both to us and 
our suppliers—D. R. Cohen, president, Glasco Electric 
Co., St. Louis, Mo. 


ONG ago we faced the fact that the wholesaler can- 

not expect a great deal of cooperation from the 
manufacturer in market analysis. It is up to him to 
work out his own salvation. 

We have for a long time been using many of the 
points described in THe JopBer’s SALESMAN’s Plan. 
Charts are made up listing the various types of business 
in our territory and the items that should be sold to the 
hardware, electrical store and other types of outlets. 
Charts also show us the items which can give us the 
greatest volume in this territory. Other charts show 
profit items which should be included in orders of cer- 
tain types of accounts. 

We have always shared THE JopBer’s SALESMAN’S 
belief that there is an urgent need for education and 
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closely as possible 

the principles advocated 

in THE JOBBER’s SALESMAN’s Plan. As our business is 

largely marine and industrial our representatives are 

trained to study the plants of their customers from the 

viewpoint of the engineer. “How can we assist the 

owners in obtaining greater plant efficiency?” is the 

question uppermost in the minds of our men. Deter- 

mining the market for our goods within the plant is half 
the selling job. 

In determining territories we also follow the prin- 
ciples outlined. When laying our areas in which we 
may profitably do business we consider the type of serv- 
ice already being rendered by wholesalers in that section, 
the service by firms selling there but located outside, 
frequency and cost of trucking and delivery service. 

We have recently added three salesmen to our staff, 
which is evidence that these principles of market deter- 
mination and market development may be put into 
successful operation—H. J. Baitinger, president, Bait- 
inger Electric Co., New York City. 


66 E have economized. Our expenses, as compared 

with last year, have been reduced 334%. We 
have always localized and confine our activities to our 
natural geographical territory. 

“As to specializing, we carry no duplicate lines and 
we concentrate on selected items with no duplications of 
products so far as it is practical. 

“Regarding advertising—we do this continuously in 
the form of envelope circulars carefully selected, illus- 
trated letter heads furnished by our manufacturers, or 
circular letters on our own forms made up by ourselves.” 
—A. M. Little, president, A. M. Little Co., Syracuse, 
a A 


4 THE JOBBER’S[J]SALESMAN 





FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 


his is Manuel Ribeiro 
—he’s accurate 


... The complete 
line of 81 Ana- 
conda Wire and 
Cable products 
includes these six that you can 
use every day in your work— 


Rubber Covered Wire 
ABC Armored Cable Manuel’s job demands accuracy. He operates a big rubber 
Plenible Geet Conant mixer. All day long he keeps a trained eye on his instru- 
ane Ree ment board . . . that every batch of rubber compound 
Durax Sheathed Cable , 
Seaside may be well mixed and that our customers may find no 
fault with Anaconda Rubber-Covered Wire. 

{\ During 7 years with Anaconda, Manuel has developed 
ANACONDA a “second nature” for accuracy. Similar accuracy . . . by 
from » Pe es waa hundreds of skilled, conscientious workmen . . . provides 

——a- the best possible safeguard for dependable quality in all 
Anaconda Wiring Products. 


ANACONDA WIRE & CABLE COMPANY 


GENERAL OFFICES: 25 BROADWAY, NEW YORK 
CHICAGO OFFICE: 20 NORTH WACKER DRIVE 
Sales Offices in Principal Cities 
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Jhe Jobbers Salesman 


The magazine of the wholesale electrical distributor and his salesmen 




















‘Trade Practice 


Conference ; Convention 


HE Federal Trade 
Commission has an- 
nounced its approval 
of the application of the 
electrical wholesaling indus- 
try for a trade practice con- 
ference to discuss ways of 
eliminating unfair trade 
practices. This is the first 
of the fall conferences to be 
authorized by the commis- 
sion and will be held at 
Cincinnati on November 11 
in connection with the fall 
convention of the National 
Electrical Wholesalers As- 
sociation. Commissioner 
Charles H. March will pre- 
side at this conference. 
The commission’s an- 
nouncement states that the 
members of the industry 
applying for the conference 
do in excess of 60% of the 
volume of wholesale elec- 
trical business in the United 
States. The annual volume 
is estimated at $500,000,- 
000. The members handle 
such commodities as wiring 
and construction materials 
for electrical transmission, 
and for producing light, 
heat and power; appliances 
for generating electricity ; 
radio sets, tubes and _ bat- 
teries, electric fans, wash- 


ers, vacuum cleaners, irons, ranges, refrigerators and 


the like. 


Among practices proposed for discussion at the con- 
ference are the following: false advertising; interfer- 
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Feature 


National Electrical Wholesalers 
Association Meets in Cincinnati 
November 9 to 12 
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Convention Headquarters; The Nether- 
land Plaza Hotel 











ence with a competitor’s 
business; selling goods be- 
low cost; price discrimina- 
tion; commercial bribery, 
secret rebates and repudia- 
tion of contracts. 

The meeting of the ex- 
ecutive committee of the 
N.E.W.A. will be held 
Monday, November 9. The 
regular sessions of the Con- 
vention will start Tuesday 
morning and continue 
through Thursday. This is 
a departure from the cus- 
tom observed in previous 
years when the sessions 
have extended through 
I*riday. 

Individual conferences 
between manufacturers and 
their distributors have again 
been arranged for this year. 
Among the manufacturers 
who will hold such confer- 
ences are: Crouse-Hinds 
Co.; Curtis Lighting, Inc. ; 
Cutler-Hammer, Inc. ; Gen- 
eral Electric Co.; Ilg Elec- 
tric Ventilating Co.; Na- 
tional Electric Products 
Corp., RCA Radiotron Co., 
Inc.; S. Robert Schwartz 
& Bro.; Square D Co.; 
Trumbull Electric Mfg. 
Co.; Westinghouse Electric 
& Mig. Co.; Wiremold Co., 


and Youngstown Sheet and Tube Co. 


Other convention features include a playlet “Back to 


Profit” and a paper on “The Opportunities for the Elec- 
trical Wholesaler in the Sale of Electrical Tools.” 


How a wholesaler’s salesman nearly dou- 
bled his sales to commercial accounts by 
carefully studying the needs of each cus- 
tomer, by specializing on items that mod- 
ernize and by showing something new on 


each c 


New Items 


George Baitinger checking up on 
a floodlighting sale with the engi- 
neer of an office building 


Develop 


Commercial Accounts 


UT yourself in the place of the buyer for a change. 
Pree. Dick and Harry all call on him. “Any- 

thing you would like today? Got anything for 
me today, Mr. Buyer’—and like questions become 
deadly monotonous. Then in comes a chap who is 
different. He has a brand new device that will do the 
work better than any similar device has ever done it 
before. Perhaps the buyer needs the article, perhaps 
he does not. That is not so important after all. The big 
thing is that the salesman has done the prospect a favor 
by making him market-wise as to improvements in the 
industry. 

Moreover, the salesman has the respect of the buyer. 
He did not come there to ask for help. He came to 
fulfill the duties of a salesman by showing how to 
save time, money, or improve the operation of his pros- 
pect’s business. Even though the prospect has no need 
for the article he is glad to be informed and quite likely 
will find a need for it later. 

Personally, I have always followed this system of 
showing something new and I believe it has done more 
than anything else to increase my commercial volume. 
It is the basis of getting new customers and of keep- 
ing old ones interested. Nowadays a customer often 
greets me with the question, “Well, George, what are 
you going to show that is new today?” And they sel- 
dom are disappointed. 

When soliciting commercial accounts a salesman must 
not get discouraged. We had an office building that 
refused to do business with us for four years. How- 
ever, I continued to call every week and relieved the 
monotony by showing something new. Obviously a 
salesman must have something different to talk about 
when he keeps calling on a place year after year with- 
out making a sale. Late one afternoon when I called 
on this prospect it happened they needed flashlight bat- 
teries for the night watchman. They had called their 
regular source of supply and had been told that it was 
too late to make a delivery. They asked if we could 
make the delivery. We could and did. Although only 
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By GEORGE BAITINGER 


Salesman, Baitinger Electric Co., 
New York City 


a trivial order it was the wedge that opened up a very 
profitable account for us. 

If possible I look over the building of every pros- 
pective account and I am sometimes able to make an 
initial sale through knowledge of the electrical code. 
Many building engineers, for example, do not know 
that porcelain sockets are required for basement lights, 
and that failure to have them is likely to cause trouble 
when the inspector appears. When told about this rul- 
ing in a diplomatic way the engineer or buyer is very 
likely to place an order with the salesman who advised 
him on this point. 


ELLING commercial accounts differs considerably 

in various places. For instance, in calling on hotels 
it has been my experience that in most cases the manage- 
ment does not want the salesman to call on the engineer 
and attempt to have him specify certain brands and items 
in his requisitions. There is, however, no objection to 
securing the name of this man and placing him on our 
list for catalogs and special mailings. That it pays to 
keep in contact with these engineers is proved by the 
fact that requisitions frequently describe an item by the 
Baitinger catalog number. It is also evidence of the 
value of catalogs in reaching places where the salesman 
cannot enter. On the other hand, several of the big 
real estate operators are quite free with permission to 
call on their building superintendents. Then, when the 
engineer sends a requisition, the goods are ordered from 
headquarters. 

Staples in the electrical line must necessarily be lim- 
ited to the amount of building done by one’s customers 
but there is no limit, other than the hours of the day, to 
business that may be secured on items that replace old 
goods with a saving or convenience to the customer. 
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A Plan for the 


W HOLESALER’S 
SALESMAN 


The Edison Lamp Works has developed a 
complete plan for the salesmen of its distribu- 
tors. This plan is a practical application of 
the principles of intensive selling as set forth 
in THE JOBBER’S SALESMAN Plan to the in- 
dividual salesman and to a specific product 


Selling for the Jobber’s Salesman,” the Edison 

Lamp Works of the General Electric Co. shows 
its distributors’ salesmen just how to go about doing a 
real job of planned selling with the dealers in their own 
territories. 

The author of the first booklet, “Sales Managing a 
Territory,” is H. B. Tompkins, general sales manager of 
the General Electric Supply Corp. He says, “Every 
distributor’s salesman should regard himself as what 
he really is; the sales manager of his territory. Also, 
the distributor’s salesman of today may be compared to 
the captain of an infantry company working under a 
barrage (advertising) whose job it is to consolidate the 
gains made through this barrage. The men in his com- 
pany represent the dealers in his territory and largely 
upon the leadership of the captain depends their suc- 
cess in reaching a given objective. Hence, today, the 
wholesaler’s salesman should spend only 20% of his 
time attempting to sell his product to the 
dealer and spend 80% of his time in help- 
ing the dealer to sell that product at a 
profit and in capitalizing on the advertising 
behind the product in his local area. He 
should recognize the dealer only as the be- 
ginning of his market and learn to regard 
the consumer as the real end of it. The 
salesman’s task is not complete when he has 
intelligently analyzed his territory and 
taken steps to improve his distribution 
where it is deficient. There still remains 
the highly important job of helping his 
dealers build up their selling efficiency 
through his advice, assistance and lead- 
ership.” 

Three steps are outlined by which the in- 
dividual salesman can properly develop his 
territory. These are identical with those 
set forth in THE JopBErR’s SALESMAN Plan. 

First, a survey of the territory, town-by- 
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[ a series of six booklets entitled, “An Outline of 





town or community by community, to locate the num- 
ber and quality of dealer outlets; second, an intelligent 
method of developing new outlets where they are 
needed, and third, an effective plan to improve and 
maintain the sales ability of dealer accounts. 

The second booklet, “Analyzing a Territory for 
Profit,” describes a simple method by which each sales- 
man can analyze the sales possibilities and dealer outlets 
in his own territory. This method applies to any article 
of merchandise sold through retail dealers; to radios, 
appliances and refrigerators as well as incandescent 
lamps. The use of maps is suggested with circles for 
each local retail trading area. If two dealers are needed 
in a community a double circle is used and for three 
dealers a triple circle. Wherever the salesman has a 
satisfactory dealer outlet he places a cross within the 
circle. He can use a separate map for each line of 
commodity if he wishes or use a single map with differ- 
ent colors for his various lines of merchandise. This 


map, when completed, shows the salesman just where 
he needs to develop new dealer outlets or to improve 
his existing ones. 


(Turn to page 85) 











Pocket size booklets describe the 


plan in detail 


Our \ndustrial Specialists 
SELL 


MLODERNIZATION 


believe, is the logical policy for the wholesaler 

with an industrial clientele. Modernization, in 
our opinion, offers the best opportunity for the 
sale of electrical apparatus at the present time. With- 
out an aggressive policy of modernization the whole- 
saler is faced with a market for supplies limited to new 
construction work, a highly competitive field, and to 
orders for maintenance items in industrial plants. 

America’s need for electrical modernization is well 
expressed by Dr. Julius Klein, assistant secretary of 
commerce, in Industrial Engineering, March, 1931, 
when he says, “Don’t overlook the perils of obsolete 
equipment. It is wiser to have the junk heap outside 
the factory than in it. Nearly half the machinery in 
our American factories is over ten years old. The par- 
alysis of advancing senility is all the more dangerous 
because its stealthy approach is so painless, so easy.” 

It is quite true that selling modernization is not easy. 
The wholesaler who looks to plant modernization sell- 
ing as a labor saving route to prosperity will soon fall 
out of the picture with the cynical remark “Oh yes, 
the modernization idea was a fine theory, but it didn’t 
pan out. Plants are not spending money at this time 
for anything that does not have to be done.” 

The last sentence of this 
statement is quite true. 
Plants are not spending 
money at this time for any- 
thing that does not have 
to be done. It is the duty 
of the wholesaler to show 
the plant why a particular 
modernization job is neces- 
sary. To do this requires 
more than a hasty glance 
around and a few unsup- 
ported statements as to the 
need of modernization. Our 
engineers make a careful 
analysis and go to the ex- 
tent of telling the prospect 
just what saving may be 
made from the suggested 
modernization. In every 
case the saving has been at 
least as much as the esti- 
mate and in many cases 
more. 


f y beh modernization in industrial plants. That, we 
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Salesmen use the foot-candle meter to de- 

termine if present lighting is adequate where 

it is most needed—in this case on the bed 
plate of a lathe 


The wholesaler’s salesman must convince 

plant executives that each modernization 

job is necessary and that now is the logical 
time for doing it 


By KARR PARKER 


President, McCarthy Bros. and Ford, 
Buffalo, N. Y. 


On the Niagara Frontier we have a very concentrated 
industrial market made up of manufacturing plants of 
all kinds. In order to secure this class of business it 
is essential that the distributor have apparatus special- 
ists or sales engineers familiar with factory require- 
ments and competent to make applications of motors, 
control and other equipment. We do not find that the 
average wholesaler’s salesman has the technical knowl- 
edge and experience to secure this business in volume 
without assistance. We strongly recommend that any 
wholesaler going after the industrial apparatus business 
set up the apparatus department in charge of a man 
who has the necessary background. 

For greater efficiency our indus- 
trial salesmen are divided into two 
classes: general salesmen and sales 
engineers. The general salesmen 
have either technical training or 
practical electrical experience. They 
sell the whole industrial line. The 
engineers are specialists who sell 
only one line such as switches, panel 
boards, or motors. 

These specialists are always at 
the call of the general salesmen for 
closing sales on leads that have been 
developed. Credit for such sales is 
given the general salesman. ‘Then, 
too, the specialists have a prospect 
list of their own and make regular 
calls on the larger plants for the 
purpose of selling their one special 
line, receiving full credit for all 
apparatus sold. Sales meetings are 
held every Saturday when special 
problems of individual salesmen 
are taken up for the benefit of the 
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entire group. In this way the general 
salesmen learn a great deal about the 
work of the specialists. 

In addition to the work of our salesmen 
in uncovering leads we keep in touch with 
the local Chamber of Commerce and ob- 
tain names of new firms who are to open 
plants in the city. 

In their search for business through 
modernizing plants our salesmen check 
the following points in the factories of 
their customers: 

Motors—In many cases inefficiency can 
be traced to under, or over-sized motors. 
We often find that loads have 
been increased, or decreased since 
the time of the original installa- 
tion. In case of overload the life 
of the motor is shortened, or if 
the motor is too large for the job 
there is not only a power loss but 
the power factor of the entire 
plant is lowered. 

Lighting—Our engineers use a 
foot candle meter in making tests 
of the quantity of light in an in- 
dustrial plant. Note that in the 
illustration the engineer has the 
meter lying on the lathe bed— 
where the work is being done. 
After an inspection is made our 
engineers prepare designs and es- 
timates for an improved lighting 
system. In selling these jobs we 
stress the fact that spoilage and 
danger of accident are reduced 
and production increased through 
proper industrial lighting. 

V entilation—Insufficient ventil- 
ation is a condition frequently en- 
countered in industrial plants and 
salesmen are constantly stressing 
the fact that with correct ventila- 
tion efficiency goes up and produc- 
tion costs go down. 

Heating and Baking Processes 
—A survey frequently reveals the 
fact that electric heat will do the 
job better than other methods in use at the 
time of the survey. This is a very fertile 
field. 

Material Handling—Electric cranes, 
hoists, and monorail systems are an 
important part of our business. Our 
men are trained to know at what places 
in a plant such installations could be prof- 
itably installed and are in a position to 
cite the savings made by similar installa- 
tion in other plants. 

Individual Drives—There are still many 
plants where the conditions make a 
changeover from lineshaft to individual 
drives profitable. 

Switch Control, Starters, and Panel- 
boards—Production and the safety factor 
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A typical example of mod- 
ernization. An obsolete, haz- 
ardous distribution box and 
the modern panelboard sold 











are increased through 


comparatively few 
them. 


to replace it 


¢ theft. 


handicap. 3. 


bor employment. 





Modern push-button automatic control is sold 
to replace out-of-date hand starters with danger- 
ous open wiring 





At the Saturday sales meetings problems of in- 
dividual salesmen are discussed for the benefit 
of the entire group 


modern equipment of this kind. 
planned installations localize shutdowns. We 
urge plant executives to modernize equip- 
ment now, when it can be done without af- 
fecting production schedules. Automatic push 
button starters offer excellent possibilities as 
plants 
Floodlighting—P roper floodlighting in 
most cases calls the attention of thousands of 
people nightly to the factory and the produc: 
manufactured. It also protects against acci- 
dent and burglars. It is useful in the illumi- 
nation of plant driveways and switch tracks, 
and reduces most accidents and losses from 


We emphasize the fact that now is the time 
to modernize the plant electrically because: 
1. It is cheaper to make improvements now. 
2. Time out on machines is not a serious 
Any work undertaken now 
wilt help business conditions and stabilize la- 
4. Now is the time to pre- 


pare to handle economically and efficiently 
heavy production schedules in the future. 
There is no charge for the investigation and 
advice of our experts. 





Wholesalers 
Average Overhead 








WHOLESALERS’ AVERAGE OVERHEAD 


EXPENSES FOR 


1930 





Hardware 


Electrical 





Management—Officers 
Department Managers, Assistants and 
other Executives 


2.6 


4.1 





Office Salaries 
[Including all clerks, bookkeepers, stenog- 
raphers and office employees 


2.5 


2.1 





Communications 
stationery, supplies, telegraph 


Postage, 
and telephone 


0.8 


0.9 





Legal and Collection Expense, Auditing 
and Exchange 


0.2 








Heat, Light, Water and 
Power 


0.2 








Repairs and Depreciation on Buildings, 
Fixtures and Equipment 


0.4 





Boxing and Packing Expenses, Trucking 
and Drayage 


0.9 





Store and Warehouse Salaries | 
Including order, packing and shipping 
clerks 


2.5 





_ Advertising : 
Catalogs, circulars and donations, 
scriptions, entertainment, charity, 


sub- 
etc. 


0.5 





Salesmen’s Remuneration and 
Expenses 


5.5 








Rent and Real Estate 
Charges 


1.3 








Insurance and Taxes Other Than 
Real Estate 


1.0 








Miscellaneous Expenses 
Including all expenses not classified above 


0.4 





Operating Expenses 
Outside of items listed below 





Interest on Borrowed Money and Interest 
at 6% on Capital and Surplus Employed 





Loss from Bad Debts 


1.6 





0.9 





Total Expense 


21.6 





Percentage of Federal Tax 





Returned Merchandise 
Percentage of sales 





Not sane. 


Not Reported 








Number of Turnovers 


6.2 








Interest Paid by Customers on 
Overdue Accounts 


0.2 

















Revenue from Cash 
Discount 


1.7 








Discount Given 
Customers 


Cash 


1.5 








Miscellaneous Income 





Net Loss After Interest, Discounts and 
Miscellaneous Income 





0.0 





0.7 

















Exceeds 7] yA 


Operating Expenses of electrical and 
hardware wholesalers show remark- 
able similarity for 1930 


T the recent convention of the National Hardware 
Association average operating expenses of 118 
hardware wholesalers were reported. As the 

breakdown of operating expenses follows very closely 
that used by THE JopBer’s SALESMAN in its case studies, 
it makes possible a most interesting comparison. Al- 
though our case studies cover fewer wholesalers than 
does the hardware report, they include a representative 
group of houses of varying size and in various types of 
territories. Hence, they should present a fairly accurate 
cross-section of the overhead expense of the average 
independent electrical wholesaler. 

According to Dr. Beckman of the Department of 
Commerce, average operating expenses for 1929, ex- 
clusive of interest and bad debts, were 18.1% for hard- 
ware and 18.7% for electrical wholesalers. These fig- 
ures check closely with our 1930 averages which are 
naturally somewhat higher due to the general decline 
in sales volume of both industries last year. 

These comparative figures show that electrical whole- 
salers have the advantage over hardware houses in a 
higher rate of turnover, with consequently lower ex- 
pense for interest and insurance. The hardware whole- 
saler, however, pays less for management and for de- 
liveries and does more advertising. Sales expense, office 
and warehouse salaries, communication expense, rent and 
other operating expenses show but slight variation. 

Total overhead expense is shown to exceed actual op- 
erating expense by 3.8% for the hardware and by 2.5% 
for the electrical wholesaler. Interest on borrowed funds 
and on capital and surplus, together with bad debts 
make up this additional expense. Although many whole- 
salers do not consider interest on capital employed in 
their business as an item of overhead, it is nevertheless, 
a proper and legitimate expense item. Without its in- 
clusion a true picture of the business cannot be obtained. 
Furthermore, statements of individual houses are not 
comparable unless interest charges on both capital and 
borrowed funds are included. 

The variations in the figures for management and 
delivery expenses, items one and seven, indicate that a 
discussion of these two expense items with his local 
hardware distributors would bring out ways in which 
the electrical wholesaler could affect operating economies. 
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Lie Industrial and 


Commercial Markets 


The need for modernization of electrical equip- 
ment in industrial plants offers the wholesaler an 
immediate opportunity to apply the principles of 
intensive selling as set forth in THE JOBBER’S 
SALESMEN Plan. The commercial market, which 
has been neglected by many wholesalers also pre- 
sents a fertile field. In applying the Plan to the 
four major markets it is essential that each whole- 
saler determine to what extent he should specialize 
and that he eliminate all accounts which cannot be 
profitably developed 


This is the fifth installment of E. T. Rowland’s 
chart talk describing The Jobber’s Salesman Plan 


the McGraw-Hill Publishing Co. into the four 
groups of service industries and seven groups of 
manufacturing industries shown on chart 19. 

If you are a wholesaler located in an industrial terri- 
tory and if you would do an intensive selling job in 
this market we contend you must first make an actual 
survey of the individual plants in your territory. 

We find the sales of most electrical wholesalers to in- 
dustrial plants limited almost entirely to their main- 
tenance requirements. You cannot materially increase 
your industrial business, however, if you content your- 
selves with the run-of-mine supply items. Industrial 
plants offer a tremendous equipment market for new 
installations and for modernization. To secure this busi- 
ness the electrical wholesaler needs to again do a real 
job of intensive and creative selling. 

While you may call on the purchasing agent for his 
regular needs, it becomes necessary to go beyond him to 
the plant engineer and superintendent, if you would do 
a creative selling job. Successful salesmen get into the 
plant. They look for obsolete installations and for 
places where new equipment should be added. The 
industrial trade papers have been educating plant execu- 
tives on the economies of modernization. This has 
paved the way for the electrical supply salesman to sell 
these executives modern lighting, signal, ventilating, 
heating, motor, tool, wiring and other installations. This 
is no job for an order-taker. It requires a high type of 
salesman who thoroughly knows his merchandise and 
its applications, a salesman who can convince plant ex- 
ecutives that modern equipment will reduce their pro- 
duction costs or improve the quality of their product. 
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, | \HE industrial market has been broken down by 


We have also prepared a series of three charts cover- 
ing this market. They are similar to those already de- 
scribed for the resale and contractor markets. 

Chart 20 is the third or control chart for your indus- 
trial market. At the left are the eleven groups of indus- 
tries, four service and seven manufacturing. Let us 
assume that you have already surveyed your territory 
on a No. 1 Chart, and have told each manufacturer 
what your industrial outlets are. He has sent you 
chart No. 2 which shows to which groups each of his 
products should be sold. You then combine all this 
data on your master or control chart which will enable 
your salesmen to sell more items to each individual 
plant. 

What does this chart do for your salesman? It gives 
him, for the first time, a picture of his industrial field 
in terms of both outlets and products. It shows him 
sales possibilities which, through no fault of his own, 
he never knew existed. 

In order to complete your job of intensive selling in 
the industrial market it again becomes necessary for 
























































































































































| SERVICE INDUSTRIES | 
I 
[ I I ] 
EXTRACTIVE PUBLIC PUBLIC 
INDUSTRIES «UTILITIES WORKS CONSTRUCTION 
l I I l 
(COM, MTALLIC.s mane Aan ELECTR Uh a Fou racers 2 STREETS | CONSTRUCTION Conmasets 
PETROLEUM.» NATURAL GAS w ) enentena tt a 
FREIGHT HARBORS RIVERS 2 CANALS 
PASSENGER 
MARINE 
RAILROADS 
ELECTRIC 
STEAM 
TELEPHONE » TELEGRAPH 
[ MANUFACTURING INDUSTRIES | 
[ i. . I l 
FOOD womteas PROCESS | MISCELLANEOUS 
l it I | 
BAKERY PRODUCTS AUTOMOTIVE ACIDS, CHEMICALS = LEATHER FOOTWEAR 
CANNING & PRESERVING CARS » LOCOMOTIVES CHEMICAL PREPARATIONS MARBLE » STONE WORK 
CONFECTIONERY = ICE CREAM ELECTRICAL MACHINERY BRICK 2 OTHER CLAY PRODUCTS CCO 
DARY 15 EQUIPMENT 2 RADIO COKE MUSICAL INSTRUMENTS PRONOGEIPES 
FLOUR x GRAIN MILL PRODUCTS ||| IRON x STEEL PRODUCTS DRUGS MEDICINTS 2 COSMETICS PAPER PRODUCTS 
RING » MEAT PACKING WANIC AL EXPLOSIVES PRINTING 2 PUBLISHING 
MANUFACTURED ICE NETAL PRODUCTS, NON-FERROUS FERTILIZERS 
RAILROAD REPAIR SHOPS GLASS 
+ : Pag ——— D xs, a 
TAL » TEXTILE 
REFINING woo Partin WOOD PAP. 
| l PETROLEUM REFINING COTTON GOODS 
LOGGING CAMPS: SAW PILLS RAYON KNIT GOODS 
SPCLTING 2 RTFIGNG, NON-FERROUS | | INDEPCNDENT PLANING FILLS WOOLEN » WORSTED GO0DS 
BLAST FURNACES SOAP CLOTHING » FUR GOoDS 
STEEL WORKS2 ROLLING MILLS: BOXES SUGAR REFINING SILK GOODS 
Chart No. 19 





CHART No.3 
WHOoLesALeR's CONTROL AND Procress 
Cuarrt oF His Loca lNoustriaL MARKET 
To help the Wholesalerto: 1. Promote Septic“ 


ot each Basic Line which he handles 
2. Promote ot Existing Electrical 
Hiren 


1. Place a circle in each square where the 
Manufacturer's Data Sheets (Chart No. 2) in- 
dicate there Is en application of that particular 
item. 

2. Enter in circle the number of accounts 
in that field to whom you are now selling 


this item 
3, Revise Monthl (Separate Sheets may be 
used for each Salesman with a master Chart 


for entire territory). 


Operation of this Chart: 


THIS CHART TO BE SUPPLIED WHOLESALER BY THE JOBBERS SALESMAN 
Number | Number New 


TYPE OF “ pice 
ants ants 
IN TRY 
bus Territ Nop Feng 


Industrial 
Motors 
Control 


SERVICE 
INDUSTRIES 
Stations 
Other Utilities 
Public Works 
Industries 


INDUSTRIES 
Industries 
Food Industries 
Refining 
Working 
Textile 
Industries 


TOTAL 











Chart No. 20 


your manufacturers to come through with complete sales 
plans by which your salesmen can sell their products to 
the various types of industrial plants covered by your 
survey. 

In the industrial market you face the competition of 
mill supply distributors. There is a growing tendency 
on the part of these houses to establish electrical de- 
partments. These departments are being recognized by 
electrical manufacturers. Your position in the indus- 
trial field is very definitely challenged by the mill sup- 
ply distributor. He has the advantage of intimate con- 
tact with plant executives. You have the advantage of 
a better knowledge of electrical supplies and equipment. 
There is money to be made in the industrial market. It 
will go to the wholesaler who does the best job of in- 
tensive and creative selling. Will it go to the mill sup- 
ply distributor or to the electrical wholesaler? This is 
for you to determine. 

We now come to our fourth and last field—the com- 
mercial market. There is no more fertile field for the 
creation of new business by the electrical wholesaler than 
the commercial or institutional market which is illus- 
trated on chart 21. This is primarily an equipment 
market. In the “What and Where to Sell” Section re- 
cently published in THE JopBer’s SALESMAN, there ap- 
peared an entire page suggesting equipment items which 
can be sold to this market. 

There are hundreds of commercial buildings in all 
sections of the country which never have been completely 
equipped electrically. What equipment they have is, in 
many cases, obsolete. One by one wholesalers are be- 
coming conscious of the possibilities of this market. A 
Chicago house, for example, has a salesman calling only 


12 


on hotels and clubs. Get the business of the small insti- 
tutions through your contractors, go after the larger 
ones with their own electricians yourself. 

Here (Chart 22) is our third or control chart for the 
commercial market. This chart will enable you to de- 
velop this market by the sale of additional electrical 
equipment, maintenance items and by modernization of 
existing equipment. Again your manufacturers should 
supply you with definite sales plans for their products. 

This commercial market has been overlooked by most 
electrical wholesalers and left to the institutional jobber. 





: POSSIBILITIES. OF : 
THE COMMERCIAL MARKET FOR 
ELECTRICAL eels 


5, 500 CLUBS | 
CITY, COUNTRY AND BOAT % 


8,500 HOTELS 

OF 50 ROOMS AND OVER HAVE 
1,000,000 ROOMS 
10,000 HOSPITALS 
pee. 000 6 BEDS" 3 


25000 RESTAURANTS 
_ WITH ee 


S 258000 si ‘SCHOOLS - 
Se 30,000,000 © CHILDREN : 








Chart No. 21 


THE JoBBER’s SALESMAN contends that the electrical 
equipment business of this market belongs to the elec- 
trical wholesaler. He is the one best qualified to handle 
it. But he cannot hope to secure this business unless 
he adopts intensive selling methods. 

We have tried to show how the first principle of 
intensive selling—the determination of your individual 
trade outlets and the lines for which each is a prospect 
—can be applied to each of your four major markets. 
How is it possible for you to do the job which we have 
outlined in all four markets? The answer is by special- 
ization. 

Here (Chart 23) is how successful wholesalers have 
solved this problem. In the larger metropolitan terri- 
tories we find the wholesaler specialist who confines 
himself to a single market, usually the resale, contractor 
or industrial. 

In New York we even find an electrical wholesaler 
selling only the marine field. In the larger cities we 
also find the departmentalized wholesaler with a sales 
manager for each field, each manager having his own 
sales organization. The wholesaler in an average ter- 
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ritory, however, concentrates his sales efforts on either 
selected markets, commodities or accounts. 

How far should you go in this matter of specializa- 
tion? This each wholesaler must decide for himself. 
There are five factors which will influence your de- 
cision; 1. size and character of territory; 2. financial 
resources; 3. character of existing accounts; 4. lines 
handled; 5. experience of personnel. 

Whether you specialize by markets, commodities or 
accounts is immaterial as long as you determine to what 
outlets your goods can profitably be sold and then go 
to these definite outlets with definite plans for selling 





CHART No.3 
WHOLESALER’S CONTROL AND 
PROGRESS CHART 


OF HIS 


LOCAL COMMERCIAL MARKET 


Tohelp the Wholesaler to sell: 1. Additional Hectrical Equipment 
‘2. Maintenance /fems 
3. Modernization of existing ‘nstatlabions 
| Place acrcle in each Square where the Mfrs Data Shrets (chart M2) indicate 
there 1s an application of that particiar /fem 
2. Enter in Cirche the number of Accouttts in that freld 40 whom youare seling 
That Wem 


Operation of this Chart = 
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Chart No. 22 


definite articles of merchandise. This is intensive sell- 
ing. We believe it provides the remedy for the ills of 
the industry. How you interpret our story is your indi- 
vidual problem. Regardless of how you work out the 
details we believe you must follow our fundamental 
principles. 

Our next chart shows that intensive selling actually 
increases profits. Here (Chart 24) is the situation 
which confronts every electrical wholesaler today. We 
have taken an average house with 1,000 customers. Let 
us study these accounts. We find 50 which are preferred 
accounts, giving us practically all their business. Sales 
expense is low and net profits are high. The next group 
consists of 150 accounts who give us a good share of 
their business. The sales expense is within reason and 
the profits quite satisfactory. The third group gives us 
less business. Our men make more calls in proportion to 
orders received with the result that our sales expense 
rises and our net profits fall until we reach a point 
where the two lines cross and we then have an addi- 
tional 550 accounts, over half of the total, which we 
actually carry at a loss. 
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Chart No. 23 


This is a typical picture. It calls for drastic action 
and for quick action. This chart also points the way 
out. On the left we have proof that intensive selling 
makes profits. On the right we see the tremendous cost 
of aimless selling. Our job is to push over to the left 
as many of the 550 accounts as we can by selective 
and intensive selling. Then we should drop the balance 
of these unprofitable accounts from our books just as 
quickly as possible. 
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Chart No. 24 


NEW LINES 
Halt 


Sales Decline 


Residential lighting fixtures and tools, aggressively 
merchandised to existing accounts, offset drop in 
supply sales and improve profit rate for small 


independent wholesaler 
HE subject of our case 
study this month is a 


wholesaler located in a 
small city of only 36,000 and 
covering the surrounding rural 
territory within a forty mile 
radius. This house is an excel- 
lent example of a “one-man” or- 
ganization intensively covering a 
combination small town and ru- 
ral community. 








No charge is made at present for 
the use of this room. 

Looking around for other new 
lines, this wholesaler decided to 
take on tools as advocated by 
THE JOBBER’s SALESMAN. Hack- 
saw blades and frames, hand 
saws, wood screws, bits, ream- 
ers, knock-out punches, conduit 
benders, leather tool pockets, 
chisels, joist boring machines, 


Volume of Sales...... vs. «« + $109,000 
2,100 sq. miles 
Population of Territory 


Size of Territory 


Character of Business 
Contractors...65% Industrials ..5% 
Retail Dealers.25% Com’l Bldgs.3% 








Central Stations......2% 














Type of Wholesaler Covered by Study 


Sales for 1930 were only 4% 
less than for 1929. This was 
due to the fact that early in 1930 this wholesaler realized 
something must be done to offset-the drop in sales on 
his regular lines and decided to add new lines. Resi- 
dential lighting fixtures were selected as the new line 
which offered the best opportunity for bolstering both 
sales volume and profit rate. The front of the ware- 
house was altered to make space for a small but at- 
tractive display room and the lines taken on were limited 
to those of two manufacturers which did not parallel 
one another. 

A real sales job was then done with the contrac- 
tor accounts. Those who were nearby were urged to 
give up their own display rooms and thus save the cost 
of obsolete fixtures and odd numbers. It was pointed 
out that the wholesaler’s display room, which they could 
use as their own, would not only enable them to reduce 
their own overhead, but would also let them show a 
wider assortment of fixtures to their prospects. Each 
contractor was also given a supply of introduction cards 
which he could sign and give to his prospects whenever 
he was unable to accompany them to the wholesaler’s 
display room. All fixtures in this room are tagged 
with list prices only and all sales made by the whole- 
saler to these prospects are billed through the contractor. 








Case Study No. Ll 
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soldering irons and others tools 

are now carried in stock and 
sales have been very satisfactory. Six new manufac- 
turers’ lines were taken on in 1930 and no lines were 
dropped. Plans are now under way to add electric 
drills. There has been considerable demand for pumps 
for farm use from the rural contractors and this line is 
under consideration as is also a line of electric heat reg- 
ulators to be sold through electrical contractors. 

The character of the territory does not permit of 
specialization in any particular market, but an excellent 
job in specializing on profitable commodities and on se- 
lected accounts has been done. The few industrial plants 
in the territory have been solicited intensively and one 
fine example of industrial modernization was recently 
sold. This involved the sale of all materials necessary 
to completely revamp the entire wiring installation in a 
local factory including larger mains and feeders and 
new panels. Two commercial accounts, a state institu- 
tion and the local hospital are regular customers. As 
other commercial accounts are small they are reached 
through electrical contractors. 

The principal commodity lines sold are, in the order 
of their volume, wiring materials, lighting fixtures, ap- 
pliances, ventilating equipment, radio (midget sets 
only), motors and tools. The 300 active accounts are 
handled by two salesmen. They work on a straight 
salary and their cars are furnished by the company. 
They make a practice of carrying samples and average 
about 12 actual calls a day. The Saturday morning 
sales meetings take the form of informal discussions 
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36.8 % 
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How Operating Expenses Are Divided 


and, occasionally, a manufacturer’s representative 1s 
present to discuss his line. 

Over half the accounts of this house are 100% cus- 
tomers who buy practically their entire requirements 
from this one wholesaler. The personal contact of the 
owner and the personal service rendered by the entire 
personnel combined with fair prices and quality mer- 























chandise are responsible for this situation. Only two 
STATEMENT OF OPERATING EXPENSES 
ADMINISTRATIVE 
1. Executive Salaries and Expenses..... 3.6% 
1 eS ee ee ar eee 2.3 
3. General Office Expense ' 
THD PURE ooo os fis Ske shee eee es 0.2 
(b) Stationery and Supplies ......... 0.4 7.1% 
(c) Telephone and Telegraph........ 0.4 
(d) Maint., Repairs and Depreciation. 0.0 
(e) Miscellaneous Office Expense.... 0.0 
4 Legal and Collection Expense........ 0.2 
WAREHOUSE 
& Heat Light. .6.60255 5... (incl. in Rent) 
6. Repairs and Depreciation............ 0.0% 3 8% 
7..(a) Boxing and Packing ............ 0.1 . 
"?°(b) Delivery Expense..............- 1.2 
8. Store and Warehouse Salaries........ 2.5 
a SALES 
9. Advertising, Donations, etc. ......... ‘0.2% o 
10, Salesmen’s 4.6 0 
AE) SAIAEIOS oo ics cbc oso a Se sey 
-*(b) Traveling and Auto Expenses.... 1.4 
2°. ?REXED CHARGES | 
11, Rent and Other Real Estate Charges. 1.1% ] 2% 
BA PRUPANCE: LAKES oboe oe vice cn cs 0.1 * 
Pe PRICUANOOUE bok ioe ads ede enees 0.0 
OTHER EXPENSES 
14. Interest on Capital and Surplus...... 2.2% 2.67 
15: Loss from Bad Debts. .......066500 0.4 























Breakdown of 19.3% Overhead 
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FINANCIAL STATEMENT 
For Calendar Year Ending December 31, 1930 


1. Net Sales, after deducting returns and al- 


lowatices «i. 662... <. a oes See a les ck 109,244 
2. Cost of Merchandise, including incoming ’ 
aaneportiaton = sos. Ss ee Se. $89,084 
3. (a) Gross Profit (Item 1 —Item 2)........ $20,160 
(b) Gross Profit Rate (Item 3a~Item 1). 18.5% 
4. (a) Total Operating Expense (Overhead).. $21,070 
(b) Overhead in Percent of Net Sales..... 19.3% 
(c) Operating Ratio (Item 4a + Item 3a).. 105% 
‘5. (a) Net Operating Loss (Item 4a — Item 3a) $910 
(b) Net Operating Loss Rate (Item 5a — 
SOM SS oo i a eee i: 0.8% 


Ge igre ED None 


wee eee eweas 





(A) SOM. i ei a. $862 
7. Net Loss (Item 5a — Item 6d)............ $48 
8. Net Loss Rate (Item 7 + Item 1) ......... 0.04% 
9. Merchandise Inventory .........:......... $17,652 
10. Inventory Turnover, Times per Year...... 5 
11. Investment or Working Capital............ $40,000 
12. Capital Turnover, Times per Year......... 2.7 
13. Net.Loss Rate on Capital Investment (Item. _’ 
7 Item $F) | c.co ec. CE 0.1% 




















Financial Statement Shows Operating Loss of 0.8%. 


accounts are with contractors who do over $50,000 of 
work a year. Due to the type of territory small con- 
tractors make up the bulk of this part of the business 
and do a good part of their buying over the counter. 
Experience has proved these accounts to be quite profi- 
table and many of these small contractors regularly dis- 
count their bills. All doubtful credit risks, however, are 
on a strictly cash basis and about 20% of all sales to 
contractors are cash sales. 

Hardware stores are the leading group of dealer ac- 
counts, general merchandise stores rank second and 
electrical dealers are third in volume of purchases. A 
very complete mailing list has been compiled, covering 
12 separate classes of prospects. These include con- 
tractors, contractor-dealers, industrials, hardware stores, 
department and furniture stores, radio and music 
stores, jewelers and other clock dealers, specialty stores 
and plumbers. In this territory many plumbers pur- 
chase the electrical materials necessary to install oil 
burners and hire a wireman to do the installation. 

Customers are supplied with a unique order pad. 
When written up and torn from the pad the order may 
be folded and sealed to form a business reply envelope. 
No stamp is required as the wholesaler pays the postage 
upon receipt. Across the bottom of the order appears 
the statement that “Orders written upon these blanks 
will be shipped the same day received.” These forms 
have proved to be very profitable, rural customers espe- 
cially using them regularly. 

The warehouse is located in an industrial and whole- 
sale district and is on a railroad siding. Of the 6,000 
sq. ft. of floor space, 3,800 is devoted to strictly ware- 
house purposes, while office, display room and _ ship- 
ping department each use 600 and the counter requires 
400. Beneath the steel counter is a lighted show case 
containing clocks, small appliances, tools and wiring 
specialties. The perpetual inventory system has been 
abandoned as unsatisfactory and (Turn to page 83) 
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MEN YOU SHOULD KNOW 


A. M. Little 


President, A. M. Little Co. 
Syracuse, N.Y. 


, \HE experiences that make the 
most vivid impression on a 
man are not the ones that 

would be counted as big or import- 

ant by the casual observer. Probably 
the biggest moment in the career of 

A. M. Little was not when he super- 

vised an organization of 75 men, or 

yet when he had a business of his 
own, 

More probably it was back in the 
early 90’s when, after about three 
years as an office boy and stock 
clerk, he hoisted a.bag of samples 
aboard the train on his initial trip 
as a regular traveling salesman. In 
those days a supply salesman had 
territory that was territory. With 
the Metropolitan Electrical Supply 
Co. his trips took him south to Gal- 
veston and west to Salt Lake. 

If business was good in St. Louis 
and reports were that the same could 
be expected in Memphis, young 
Little kept on going. If business 
was not so good he watched the 
mails apprehensively, fearing a letter 
ordering him back to the home office. 

In those days there was usually 
only one outlet for supplies in the 
town, the city light plant. On get- 
ting off the train he would look for 
the light lines and trace them to the 
sections where they appeared the fat- 
test. Here he would find his cus- 
tomer in a snug little office within a 
couple of feet of some large dynamo. 
In this setting, Mr. Little would 
shout flattering words about his 
weatherproof wire, glass insulators, 
brackets, arc lamps and carbons. A 
good salesman in those days had to 
be a man who could make himself 
heard above the hum of the loudest 
generator. 

This story really begins in 1889, 
when Mr. Little went to work as 
office boy for the Central Electric 
Supply Co., Chicago, which had then 
been in existence for only two years. 
Here he worked early and late, prov- 
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ing his ability to handle 
a better job. 

The next year one of 
the partners, W. H. 
McKinlock, organized 
the Metropolitan Elec- 
trical Supply Co. and 
took Little with him 
as an outside salesman. 
Here he spent three 
years. His next job was 
with the old Western 
Electric Co., selling 
supplies in Minnesota, 
Wisconsin and Iowa. 

On returning from one of his 
trips, Mr. Little was told the sales 
manager wanted to see him. He had 
seen salesmen called in by the sales 
manager before, usually to lose their 
jobs. Business had not been so good 
that trip and Mr. Little could visu- 
alize but one outcome. 

Much to his surprise, however, he 
was cordially greeted by his boss 
and introduced to a gentleman from 
Minneapolis who wanted to organ- 
ize an electrical supply business. Mr. 
Little, being acquainted with the 
territory, was called in. After con- 
sidering the matter, he decided that 
should the Western Electric Co. also 
invest in the business, and thus have 
an interest in maintaining it on a 
sound basis, he would accept the offer. 


- this way the second branch 
house of the Western Electric 
Co. came into existence and was 
located in St. Paul. 

Although the new house pros- 
pered, Mr. Little remained there 
only one year. Then he came East 
and traveled in New York state for 
Stuart Howland of Boston. 

This was followed by eight years 
with Pass & Seymour, also traveling 
New York state. As Syracuse was 
centrally located, he became well ac- 
quainted there. In 1909 he left the 
road to become manager of the Mo- 


He Believes in 
Cooperation 


You like to know such men as A. M. 
Little, quiet and unassuming, but with 
ideals of service that embrace customers, 
manufacturers and also competitors. 
Wholesalers in New York State have 
learned how to cooperate with one another 
and have established close relations with 
their central stations largely through the 
leadership of this veteran of the electrical 


supply business 


hawk Electrical Supply Co. of Syra- 
cuse, where he increased sales from 


$100,000 to $1,500,000 per year. 


N 1925 he decided to go into 

business for himself in Syracuse 
and organized the A. M. Little Co. 

Mr. Little has been a leader in de- 
veloping local cooperative movements 
among wholesalers. He is executive 
chairman of the Mohawk Valley 
Club and was one of the founders 
of the Empire Electrical Distribu- 
tors, 

It so happens that Mr. Little was 
influential in the inception of THE 
Jopper’s SALESMAN. While attend- 
ing a convention of electrical whole- 
salers, or jobbers as they called them- 
selves in‘those days, he met Howard 
Ehrlich, now president of the Elec- 
trical Trade Publishing Co. They 
discussed the need for a paper that 
would be devoted exclusively to the 
problems of the electrical supply 
jobber and his salesmen. He evi- 
dently impressed Mr. Ehrlich, for a 
short time later THE JoBBER’s SALES- 
MAN came into being. 








This is Number 138 in 
Our Series of Prominent 
Wholesalers. 
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President, A. M. Little Co., Syracuse, N. Y. 
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THOMAS ALVA EDISON 


BORN 
February 11, 1847 


DIED 
October 19, 1931 








1877 The phonograph 

1878 The incandescent lamp 

1880 The Bipolar dynamo and three-wire distribu- 
tion system 

1881 The trolley car 

1881 Magnetic ore separator 

1882 Electric railway turn table 

1883 The ‘‘Edison” effect, later applied to radio 
tubes by De Forest 

1885 Railway signal system 

1887 Process for manufacturing plate glass 

1888 Process of extracting gold from ore 

1889 Sleeping doll 

1891 The motion picture camera 

1893 Composition brick 

1897 Stone handling apparatus 

1899 Duplication of phonograph records 

1900 Alkaline storage battery 

1901 Reversible galvanic battery 

1903 Photographic films for motion picture camera 

1905 Recording telephone 

1906 Experiments with airplane motor 

1907 Improvements in phonograph 


1912 Automatic starter 


66 Years of Invention 


1865 Telegraph repeater 1913 


Synchronization of motion picture and phono- 
1869 Stock ticker graph record 

1871 Typewriter, later manufactured by Remington 1914 Pocket flashlight 

1872 Quadruple telegraph repeater 1919 Electroplating process 

1874 District signal box 1923 Disc phonograph record 

1875 Automatic telegraph 1924 Further telegraph improvements 

1875 The mimeograph 1927 to 1931 Experiments in developing synthetic 
1876 Carbon telephone transmitter rubber from domestic plants 
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SIMPLE and 


el Ul le Grr: Replacing 


a Razor Blade 


OU buy renewable fuses to save time and money 

—particularly time. Therefore, select the fuse which 
is quickly, easily renewed. Save time as well as the cost 
of a new fuse. 

Jefferson-Union Ferrule Type Fuses have end-caps 
in one piece, simplest construction, no loose washers; 
the renewal links have rounded ends; these features 
make for speedy, easy renewal, as well as positive con- 
tact with clips. The fusible link adjusts itself auto- 
matically to correct length, and, held diagonally in the 
casing, it does not touch nor char the casing. Venting 
is through the caps instead of the threads. Inspection 


and cleaning are easy, convenient. 


Get Free Sample 


Send for a sample and see for yourself the features 
that make the Jefferson-Union the longest-lived, the 


lowest-cost, the most-quickly-renewed fuse. 


JEFFERSON ELECTRIC COMPANY 


1519 West 15th Street ° Chicago, Illinois 
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with the JEFFERSON-UNION FUSE 

















ONE —unscrew one- 


piece end caps. 


TWO—insert new 
link. 


THREE—screw on 


one-piece end caps. 










AND THE 
rFUSE Is 
RENEWED, 























































JEFFERSON-UNION KNIFE- 
BLADE RENEWABLE FUSE 
Also Saves Time and Costs... 


Uniquely simple. Insertion of new link a 
matter of seconds. Only one end-cap is re- 
moved. Loosen studs a little and new link 
goes on readily. Rugged construction plus 
an exclusive method of venting through the 
fiber insures long life. 




















(A-4901) 
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UBBELL 
Twist-Locks | 


1. Plug in 2. Twist 3. They’re locked 





There were 
two definite reasons why 


Sikorsky used Twist-Locks 
on the “American Clipper” 


TO SPEED CONSTRUCTION 


All portable tools had lock-fast electrical connections 
...-no pulling apart, looseness....no delays. Tools 
had to be pulled around complicated scaffoldings 
and into almost inaccessible places. Ordinary separa- 
ble connections could not have withstood the wear 
and tear. 


TO PROTECT LIFE AND THE PLANE 


Hazards of shock and fire were entirely eliminated. 
Twist-Locks allow for proper grounding of high 
cycle tools. e 


There’s a complete line of Twist-Locks, two, three, four wire, 
rubber and armored, to meet every factory, construction or 
manufacturing requirement. 


It is a patented, exclusive line, offering an attractive profit 
margin. There’s a market, there’s a demand...a chance to 
increase sales. 


Send for complete Twist-Lock information. 


HARVEY HUBBELL, Inc. 
BRIDGEPORT, CONN. 


Hubbell Swzst-Lock Devices 
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and the American Clipper 





The Hubbell 


Development 
a Laboratory 


which developed the pull socket, conven- 
ience outlet, separable attachment plug, 
twist-lock and many other outstanding 
wiring devices, is and always has been 
available to manufacturers, architects and 
contractors inthe solution Of  cqqummmmees 
their wiring device problems. 





Address 


HARVEY HUBBELL, Inc. 


Research Laboratories 
BRIDGEPORT CONN. 
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Hospitals 
Need 


Modern 
Control 








Elevator Control Panel 
One of three panels which provide AC-DC : 
control for main elevators. Copper oxide rec- This installation of modern elevator control equip- 
tifiers are used to obtain direct current to . 
operate contactors, brakes and retarding cams ment was sold to the Buffalo General Hospital, 


Buffalo, N. Y., by McCarthy Bros. and Ford 





Control for Kitchen Elevator 


An across-the-line type of control, us- 
ing rectified alternating current on part 
of the mechanism 


& 
é # Dumb Waiter 
es Controller 


The dumb waiter 
brake magnet is es , 
operated by direct Side View of Main Elevator Panel 
current trom cop- . 
per oxide recti- 
fiers 


iWudadll 


Illustrations through courtesy of 
Cutler-Hammer, Inc. 
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H [ H Timed fo the Need / 


ELECTRIC ¢ ock Ha nger 


Outlet 


DOUBLE SERVICE DEVICE 
Mechanical support 
For the clock, and 
electrical connection 










Plug Cap goes 
Flush with plate 














This device gets rid of unsightly cord connec- 
_{ ry tions running from clocks to the nearest receptacles. 
a —_— a At the same time it gives firm support to the clock. . . 


Receptacle part is recessed, so plug cap is sunk flush 





in schoo\s 





with wall. This allows clock to hang flat over the outlet with 


wire connection and receptacle wholly concealed. . . Increas- 


| m aS 
ing use of electric clocks makes this new hanger TIMELY — from ‘ "Fi HES 


=! 4 
= { 
now on a FEATURE in up-to-the-minute jobs. Sell it for offices, all wen 


modern residences, schools, hospitals and institutions favoring electric time. in hospitals 








in the kitchen 


HAKT & HEGEMAN DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. 
HARTFORD, CONN. MAKERS OF ELECTRIC SWITCHES SINCE 1890 
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The Official Foursome All from Chicago and 


. d 
Frank Shumaker, South Proud of It 
Bend Electric Co., Indian- Dick Wildauer, Arrow- 
apolis, chairman, with Hart & Hegeman Electric 
Howard Ehrlich, THe Jos- Co.; Clarence Harlow, 
BER’S SALESMAN, Chicago, Benjamin Electric Mfg. 
W. H. Coleman, General Co.; Arthur Merrill, Ap- 
Electric Co., Chicago, and pleton Electric Co., and 
John Sweeney, Westing- Fred Eisemann, Revere 
house Electric Supply Co., Electric Co. 
Chicago, of the advisory 
committee 


Lake Michigan 
Club Meeting 


French Lick Springs, Ind., Late Arrivals from 
Indiana 
The Bussmann Mfg. Co.’s September 28 and 29 


delegation; Harry Buss- sate Joseph McCaffery, the Mc- 
mann, St. Louis and J. C. ; ae 3 Caffery Co., South Bend 
Ingram, Chicago . #e and Charles Roy of 

; Mishawaka 


Caught in Conference 


v 


Ind‘anapolis Stages a Sixsome 


Roy Brown, Westinghouse Electric Supply Co., C. 
F. Fitchey, General Electric Supply Corp., A. J. 
Callaway, Graybar Electric Co., and Frank Argost, 
Hatfield Electric Co., all from Indianapolis, with 
Henry Reinhardt, Frank Adam Electric Co., St. 
Louis and H. P. Riddell, Square ID) Co., Indianapolis 
The New Chairman’s 
Threesome 
John Gleason, Graybar Elec- 
tric Co., Chicago, incoming 
chairman; A. H. Myer, Na- 
tional Lamp Works, Chicago, 
and Charles Dubsky, Crouse- 
Hinds Co., Chicago 
St. Louis Sends a Gallery 
Henry Reinhardt, Frank cy Another Manufacturers’ Conference 
Adam Electric Co., St. Louis , , Dick Worthington, Louisville, I. A. Bennett, 
with Mrs. Reinhardt and Mrs. Pittsburgh and Bob Bennett, Chicago, all 
Harry Bussmann P with the National Electric Products Corp. 


















E was fit to be tied, was old man Merton, of 
the Breakmore Products Co. when I met him 
this afternoon. 

“It ain’t only that business is so rotten that I have to 
have our salesmen sell each other just to keep in prac- 
tice,” he complained, “but the order takers who come 
here for business are goading me to murder. Take that 
guy who was here this morning from the Ohm Electric 
Co. He starts a chant that covers his entire catalog 
and I says ‘No’ till I was blue in the face. Then I re- 
members that I might use a starting switch so I asked 
him about prices. 

““Tust a second,’ he says, grabbing my phone like a 
hunter with a buck ague, so excited he was at the pros- 
pect of an order. 

“And right then when he used my phone to call his 
house I began to dislike this guy. Me being so poor 
that I have to drag my feet up carpeted stairs to get a 
free shoe shine . . . and this bozo nonchalantly adding 
to the office overhead by using my phone for informa- 
tion which he should have had at his fingertips. I had 
just reached the stage where I was forming an opinion 
of the firm that would send its henchmen out to prey 
on customers in this manner when he got his number 

“Then he yells to me, ‘Oh, Mert (1 hate to be called 
Mert), ya didn’t tell me what voltage and horsepower.’ 

“Vou didn’t ask me,’ I shoots back, and then to be 
rid of him I gave him the desired answer. 

“Then a customer comes in and I hurries over. 
as I am learning how my customer enjoyed his vaca- 
tion this pest hollers again. By that time he has an- 
noyed me and his house a dime’s worth on the phone. 

“*Gus over at the store wants to know the type of 
motor and frequency,’ he bawls. 

“Well, I wanted to tell this moron a few 
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things, but 


It Took Four Men to 
Hold Him 


By WALTER J. HOLMES 


Eastern Editor, THe Jopper’s SALESMAN 


ty 


A 


pry 


the customer is a very refined old duck from Boston 
who might easily become upset by profanity so I con- 
tents myself with telling the dim wit to look back of the 
boiler for the data on the old one—praying fervently 
meanwhile that he will stick his fingers into the rat trap 
while reaching for the light switch. 

“Pretty soon he came back to the phone and called 
his house. That makes fifteen cents for calls. I could 
hear some jawing between him and this Gus person and 
then he squawks again. ‘Just one more thing, Old Top, 
save me a trip down stairs and let me know the phase. 
Oh, yes, what do you want to use the motor for, I for- 
got to notice.’ 

“I starts to express myself but remembered the re- 
fined customer before any damage was done. Then for 
lack of something better to do I tells him what he wants 
to know and he goes into conference again. Finally, I 
got through with my customer as he finished his tete- 
a-tete with his home office, 

‘Sorry to keep you waiting like that,’ ”’ he apologizes, 
‘but Gus took a long time to get the information you 
We are out of that type starting switch, but 
Service is our motto, 


wanted. 
we will pick up one for you. 
you know.’ ” 

“*Pick one up at what price,’ I demands. 

““Oh Golly! he blurts, “Gus kept talking about so 
many things I forgot all about price. Just a minute 
I'll call him again on the phone.’ 

“T emits a roar like a charging hippo and it took four 
men to hold me while that salesman made good his 
escape.” 

For a few minutes old man Merton sat in thoughtful 
silence. Then he lit an evil smelling old briar and 
turned on me. “There ought to be a law against using 
a customer’s phone and pestering him that way,” he 
complained. “I’m going to.do something about this .. . 
anyhow I’ll write a letter to THE JoBBER’s SALESMAN.” 

“Don’t,” I says, “I’ll do it myself.” 








She 


Jobbers Salesman 


E. T. ROWLAND, Editor 





We 
Believe That— 


1 Market determination is absolutely essen- 
tial and is the joint responsibility of the 
manufacturer and the wholesaler. 


2 Intensive selling must take the place of 
order taking. 


5 The manufacturer must recognize his 
wholesalers as partners, not as customers. 


4 Wholesalers must adopt a simple, but uni- 
form cost accounting system. 


5 The public utilities should merchandise 
under conditions which are not unfair to 
wholesalers and independent dealers. 


6 The formation of local and geographical 
groups of wholesalers is to the best inter- 
est of the industry. 


7 The electrical wholesaling industry has a 
splendid future ahead of it, provided its 
potential possibilities are fully realized. 











Manufacturers’ 


Sales Plans 


ANY independent wholesalers have 

M written us to the effect that they are 

not receiving sufficient sales cooper- 

ation from independent manufacturers, that 

these manufacturers have failed to come 

forward with definite sales plans as advo- 
cated in THE JOBBER’s SALESMAN Plan. 

While it must be admitted that compar- 
atively few independent manufacturers have 
as yet announced comprehensive sales plans 
comparable to the plan of the Edison Lamp 
Works described on page seven of this is- 
sue, nevertheless it should be realized that 
to work out a really worth-while plan cov- 


ering the sale of any product to its various 
markets requires time. 

A number of independent manufacturers 
have been hard at work on the development 
of such plans for some time. Others now 
have sales plans under consideration. Until 
these plans are ready to be announced there 
is plenty for each wholesaler to do in carry- 
ing out his part of THE JOBBER’s SALESMAN 
Plan. He can continue the survey of his ter- 
ritory, the elimination of his unprofitable ac- 
counts and the development of his profitable 
accounts with the means already at his dis- 
posal. 

Furthermore, if each wholesaler would 
write the sales managers of his manufactur- 
ers and tell them that he is both ready and 
anxious to put sales plans on their products 
into effect in his own territory, such letters 
should prove an incentive to the manufac- 
turers to hasten the development of their jn- 
dividual plans. 


* * * 


The Trade Practice 
Conference 


ORE than usual interest is attached 
M to the Cincinnati Convention ‘of the 
N.E.W.A. due to the Trade Practice 
Conference to be held with a representative 


of the Federal Trade Commission on 
November 11. 

A committee of the N.E.W.A. has de- 
voted much time to the preparation of sug- 
gested resolutions which will be presented 
at this conference. These resolutions cover 
the problems of the industry in a most thor- 
ough manner. They are clearly written and 
leave no room for doubt as to their inter- 
pretation. 

The Electragists likewise prepared and 
submitted excellent resolutions, written 
clearly and to the point. What happened 
to them? As finally approved by the com 
mission these resolutions were re-phrased to 
such an extent that they became innocuous. 
Consequently, the Electragists refused to 
accept the rules as approved and have ap- 
plied for a re-hearing which is vet to be held. 
Resolutions of other industries, including 
the American Institute of Steel Construc- 
tion, were similarly changed to conform to 
a harmless standard. 
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It is evident that the commission intends 
to follow standard rules without regard to 
the terminology and evils of a particular in- 
dustry. It would appear that it fears con- 
flict with other government departments if 
its approved trade practice rules are too 
clear and specific. 

Until Congress sees fit to revise our obso- 
lete anti-trust laws to meet present day bus- 
iness conditions it appears improbable that 
any trade association can secure approval 
of trade practice rules which have the -ne- 
cessary force to effectively curb the evils of 
its particular industry. 

Regardless of the fate of its resolutions, 
however, the N.E.W.A. has given to the 
industry a clear conception of what consti- 
tutes fair trade practice among electrical 
wholesalers and, while these rules may have 
no legal force, they do impose upon the in- 
dustry a new moral code. 


Are Lamps 
Merchandise? 


HE Wisconsin Railroad Commission 

has ruled that lamps are not to be con- 

sidered as merchandise under the pro- 
visions of the Wisconsin law which requires 
utilities to keep separate accounts for their 
merchandising activities. 

There is danger that the Wisconsin rul- 
ing will set an unfortunate precedent, that 
the utilities will continue to consider lamps 
as a part of their service rather than as an 
article of merchandise and that they will 
exclude lamps from any cooperative mer- 
chandising plans adopted as a result of the 
Merchandising Procedure recommended by 
the Joint Merchandising Committee and en- 
dorsed by the N.E.L.A. 

The report of the Joint Merchandising 
Committee avoided specific reference to in- 
candescent lamps and it is doubtful that the 
N.E.L.A. would have endorsed their report 
if it had. The committee, nevertheless, has 
performed a most constructive work. It has 
secured from the utilities, through their na- 
tional association, a statement committing 
them to a policy of fair play with the dis- 
tributive branches of the industry. 

We believe the electrical wholesaler, as 
the logical distributor of incandescent lamps, 





should take the initiative in securing recog- 
nition of lamps as merchandise. Although 
the electrical wholesaling industry was not 
given a place on the Joint Merchandising 
Committee, there is much that the individ- 
ual wholesaler can do to secure action. 
Among other outlets, he is naturally desir- 
ous of distributing incandescent lamps 
through hardware dealers and department 
stores. These retailers are anxious to sell 
lamps provided they can do so at a fair 
profit. 

If each electrical wholesaler will frankly 
discuss the evils of free renewals with his 
hardware dealers and department stores and 
if these retailers, in turn, will voice their dis- 
proval to the National Retail Hardware As- 
sociation and the National Retail Dry 
Goods Association, we believe it is reason- 
able to assume that the representatives of 
these Associations on the Joint Merchandis- 
ing Committee will endeavor to have incan- 
descent lamps included in the future activ- 
ities of that committee. 


A Standard 
Operating Statement 


In our case studies of independent whole- 
salers we have found many different opin- 
ions as to what items go to make up over- 
head expense. In one extreme case only 
salaries, telephone and rent were included. 
Many wholesalers fail to include interest on 
capital, also incoming transportation is fre- 
quently charged to operations instead of 
to cost of merchandise. All of which goes 
to prove that the industry needs to stand- 
ardize on a simple, practical accounting sys- 
tem and especially on a uniform statement 
of operating expenses. 

The National Hardware Association’s 
statement shown on page 10 appears well 
adapted to the needs of electrical wholesal- 
ers, especially the independents. It is very 
similar to the form we have been using in 
our case studies which we borrowed from 
another industry. If electrical wholesalers 
were to adopt the Hardware Association’s 
form of operating statement it would make 
possible the comparison of overhead ex- 
penses not only among themselves but with 
hardware wholesalers as well. 
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NEws 


from the Wholesale Field 





Wholesalers Elected Direc- 
tors of S. E. D. 


At its annual meeting held in New 
York on September 11, the Society 
for Electrical Development elected 
the following directors to represent 
the wholesaler group: B. W. Clark, 
chairman, Executive Committee, 
N.E.W.A.; E. Donald Tolles, man- 
aging director, N.E.W.A.; John L. 
Owen; William J. Kranzer, and J. L. 
Buchanan. 


Detroit Wholesalers Adopt 
Code of Ethics 


In the belief that closer coopera- 
tion is needed between manufactur- 
ers’ representatives and_ electrical 
wholesalers, the electrical wholesalers 
of the Detroit territory have adopted 


leans JOBBER’S SALESMAN maintains men in the field, it sends out 

monthly “what’s the news sheets” to every wholesaler and it gladly re- 

ceives voluntary news contributions and snapshots from wholesalers and 

their salesmen. All this enables it to reflect from month to month the per- 

sonal element in the industry. Your co-operation is solicited in making this 
human side of the magazine more interesting 


a code of ethics which does much to 
clarify the relations between manu- 
facturer and wholesaler. This code 
was presented to manufacturers’ rep- 
resentatives at a recent meeting in 
Detroit which was attended by 85. As 
a result the manufacturers have or- 
ganized their own local group in 
order that they can work more effec- 
tively in the bringing about of closer 
relations with the wholesalers. 


* %* * 


New Department at San 

Francisco Westinghouse 

A new refrigeration department 
has been added by the Westinghouse 
Electric Supply Co., San Francisco, 
Calif. D. M. Salsbury will be sales 
manager; W. I. Powell, sales pro- 
motion manager, and Harold Gard- 
ner, service manager. 
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Northland Electric Holds House Party:—The Northland Electric Supply Co., 
Minneapolis, ran a sales contest during July and August, agreeing that if the 
salesmen reached certain quotas, the house would stand the expense of a house 


party from September 5 to 7 
was on the house. 


The contest was very successful and the party 
It was held at a lake resort on Lake Independence and was 
attended by 75 employees and their families. 


On Labor Day, the factory repre- 


sentatives were invited out for a big day’s outing with the Northland group. 





General Electric Organization 
Changes 
Among the recent changes reported 
by the General Electric Supply Corp. 
are: Cleveland main house—C. 
Vadas, division service manager, re- 
placing W. J. Manby; Toledo main 
house—W. J. Manby, division serv- 
ice manager, replacing C. Vadas, and 
the resignation of R. N. Evans, divi- 
sion auditor; St. Joseph branch— 
J. M. Weir, branch service manager, 
replacing C. C. Sampson; Salina 
branch —C. H. McGuire, branch 
service manager, replacing J. M. 
Weir. 
a | 
Sterns Electric Reorganizes 
Since the death of C. F. Sterns, 
secretary and treasurer Sterns Elec- 
tric Equipment Co., Buffalo, N. Y., 
on July 23, the company has been 
reorganized. New officers elected 
are: Albert C. Sterns, president; 
Albert O. Stumpf, vice-president ; 
and G. Reed Knisley, secretary and 
treasurer. 
2s 
C. H. Carter Enlarges 
Stockton Branch 
C. H. Carter Co., Sacramento, 
Calif., has enlarged its Stockton 
branch to include double its present 
floor area. The branch is located at 
726 and 728 E. Market St. 
«= 
Beers Electric Remodels 
Building 
The E. R. Beers Electric Co., 
Bloomsburg, Pa., has started to re- 
model its building which includes 
putting in a new front, display 
rooms and offices. An additional 
story is being added to the present 
building. 
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THE ONLY FOOD MIXERS 
ADVERTISED OVER THE 
RADIO 


Ida Bailey Allen, noted home economist, is making thousands of 
sales weekly for Hamilton Beach dealers over the country. Her 
Thursday morning talks over the Columbia chain are emphasizing 
those features that make Hamilton Beach Food Mixers outstanding 
favorites. 


The new Hamilton Beach “Combination” Food Mixer and Juice 
Extractor beats... chops... whips... mixes ...mashes... 
and besides, it drains every last drop of juice from an orange or 
lemon or grapefruit or lime. It’s a does-all utensil that ought to 
have a place in every kitchen. 


It’s powered by an energetic Hamilton Beach motor (power to 
spare) . . . with worm-gear drive (most efficient, and uncommonly 
quiet). The extractor runs smoothly and quietly on a ball thrust 
bearing (pressure doesn’t faze it). The chrome-plate beaters 
do their rugged work in any bowl or pan, and change is made 
from mixer to extractor in 15 seconds. The extractor bowl has 
no metal part . . . washes like a china dish. 


As usual, Hamilton Beach is taking good care of the jobbers. 
This new appliance will be distributed only through them as all 
our other products are. You can be sure that no Hamilton Beach 
product will be unloaded at reduced prices ... none will be sol 
over the jobbers’ heads. Send the coupon for prices and discounts. 
Learn how generously you are provided for, even at this sur- 
prisingly low price! 
























Please send me, without obligation, complete jobber information and prices on: 
( ) Hamilton Beach ‘‘Combination”’ 
Now it’s a food mixer! Changed in 15 seconds, It ( ) Hamilton Beach “Standard” 
can be used by hand for small, quick-mixing jobs, 
weighs only 334 pounds, or can be used on the . 
stand for longer, harder jobs. The Hamilton Beach NIN, ag ea ae nie h 6b ped SEW ESE LAS Tae Rem ewRRRE MS a St aad a esaue shan 


Combination is two appliances in one. See upper 


HAMILTON BEACH 


(West of Rocky Mountains, $16.95) 


HaMILton Beacu Merc. Co., Racine, Wis. 


right sllustration CO oa avenger eens 
































(West of woe 
Mountains, $21.95) 





From one to the other in 15 seconds! Here’s the Hamil- 
ton Beach Combination in extractor position. See illus- 
tration at lower left. 


(Below) This powerful mixer is sturdy and simple to use 
It runs quietly . . . requiers no attention. It can be used 
with stand or by hand... no special bowl required. You'll 
sell even more of them at the reduced price. See coupon. 


“STANDARD” 





FOOD MIXER 


Now$] 650 
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TOASTMASTER & 





PERFECT TOAST ¢ 














PERFECT WAFFLES 


that almost make themselves 


With Toastmaster, toast practically makes 
itself. Put in the bread, press one lever. 
When the toast is done, up it pops and 
off goes the current. Toastmaster Toast is 
better toast. 1-slice Toastmaster — faster 
than most other 2-slice toasters — makes 
more than enough toast for the average 
family — $12.50. For greater capacity — 
2-slice Toastmaster — $17.50. 


TOASTMASTER 


AUTOMATIC ELECTRIC TOASTER 


(MADE UNDER STRITE PATENTS) 








With Wafflemaster, waffles, too, almost make 
themselves. You never have to guess whether 
it is ready. A tiny light tells you when to pour 
in the batter. And you never have to look to 
see whether the waffle is done. The light tells 
you when to take the waffle out. Wafflemaster 
is always at the right temperature for the next 
waffle. It never cools off or overheats. A use- 
ful daily convenience — $14.50. 


WAFFLEMASTER 


MAKES WAFFLES AUTOMATICALLY 
(A TOASTMASTER PRODUCT) 
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WAFFLEMASTER 


can and should be sold together 


Tell your dealers 


to suggest to their customers 


that they buy both 


HOUSANDS of prospective purchasers 
will come to your dealers this Christmas 
season looking for gift suggestions. Thou- 
sands of others will ask these dealers to show 


them Toastmaster or Wafflemaster. 


Suggest to your dealers that they show 
and talk both items. 


Toastmaster and Wafflemaster logically go 
together. They make a perfect table appliance 
set. The price of the two together is with- 
in the means of practically all buyers. The 
customer who buys one is a ready customer 
for the other. 


Tell your dealers not to make the customer 


choose. Have them suggest that he buy 
both. It’s surprising how many times he'll 
follow the suggestion. Every time he does 
the dealer doubles his profit. And even 
when the customer doesn't, it is all the easier 


to sell one item alone. 


This suggestion has been successfully car- 
ried out by some of the largest retail stores 
in the country. What it does for them it will 
do for your dealers. Try it. 


How about your dealers’ stocks? Have 
they enough merchandise for the Christmas 
season ? Check their inventory and take their 


order at once. 





WATERS-GENTER COMPANY - 


Dept. L11, 219 North Second Street, Minneapolis 





A Division of McGraw Electric Company 
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C. C. Croti, formerly with the 
Graybar Electric Co., is now with 
Sterns Electric Equipment Co., Buf- 
falo, N. Y. 


Wittiam Edgar, formerly with 
the Parr Electric Co., is now selling 
for the East Coast Electrical Supply 
Co., New York City. 


J. F. Connor has been added to 
the city sales department of the 
Northland Electric Supply Co., Min- 
neapolis, and is now in charge of that 
territory located in the southern part 
of Minneapolis. 


J. I. Hynes is handling motors 
and control equipment at the Lee 
Electric Co., Baltimore, Md. 


Tue United Electric Co., Wichita, 
Kans., has added two new salesmen, 
H. O. Exeter and Lawrence Salmon, 
to its selling staff. 


<~sIE R. Morris has been em- 
ployed to work with appliance deal- 
ers, demonstrating washers, irons, 
cleaners and sewing machines for the 
General Electric Supply Corp., Salt 
Lake City. W. B. Roberts has been 
transferred to city sales work from 
country sales, Bob Elberley from 
stock room to counter, and R. F. 
Ramsey from sales to appliance spe- 
cialist. 

FRANK C. Pipenhagen and Nate 
Cleir are two new salesmen with the 
Capitol Electrical Supply Co., Chi- 
cago. 

Tue C. H. Carter Co., Sacra- 
mento, Calif., has employed Arthur 
McNaught as range and appliance 
specialist. 

Two new men, J. C. Lorentzen 
and C. D. Hummel, have joined the 
sales force of the Baitinger Electric 
Co., Inc., New York City. 

A NEW counter man, Wilbur Bolt, 
has been employed by the Reinert 
Electrical Co., Inc., Allentown, Pa. 


A. NEW salesman, Harry Hanover, 
and a counterman, John Telleti, have 
been employed by the Greenfield 
Electric Supply Corp., Brooklyn, 


N.Y. 


Ben LANG is now in charge of all 
warehouse deliveries at the Electra 
Supply Co., Poughkeepsie, N. Y. 

Joun B. Hess is now traveling the 
Fox River Valley for the Westing- 
house Electric Supply Co., Chicago. 

FF. R, Army is the new city sales- 
man at the Dallas branch of the 
Nelso Supply Co., Tulsa, Okla. 


C. D. HuMmMeEt and J. C. Lorent- 
zen are two new salesmen with the 
Baitinger Electric Co., New York. 
This company has also taken on E. 
Lennon and P. Smith as counter- 
men. 


J. Mappes has been taken from 
the quotation desk and placed on out- 
side work at the Graybar Electric 
Co., Buffalo, N. Y. Roy Alstead, a 
new counterman, was formerly truck 
driver. 

C. M. Brown is refrigerator dealer 
contact man and Ralph Shafer, as- 
sistant to the credit manager, at the 
Westinghouse Electric Supply Co., 
St. Paul, Minn. 

C. G. Trres is taking Mr. Brin- 
ley’s place in the northwest territory 
of the South Bend Electric Co., 
South Bend, Ind. Mr. Brinley is ill. 


RAyMOND D. Morse, a merchan- 
dise salesman, is the newest member 
of the General Electric Supply Co., 
Kansas City, Mo. 


THe Kierer Electric Supply Co., 
Peoria, Ill., announces the addition 
of Louis Privat as country salesman. 
Mr. Privat traveled for the Central 
Electric Co. for 28 years and two 
vears for the General Electric Supply 
Co., Chicago. 

THE GREENFIELD ELEctric Co., 
Baltimore, Md., has employed Fred 
Narr as salesman with headquarters 
at Hagerstown, Md. H. M. Maddell, 
with headquarters at Baltimore, will 
specialize on “Fada” radio. W. A. 
Sinclair, a salesman covering eastern 
Maryland, will make his headquar- 
ters at Salisbury, Md. 

R. E. SANDERSON is now selling 
for the P & A Electric Supply Co., 
Mansfield, O. 


A. W. HAKE is a new member of 
the sales staff of the Electrical Main- 
tenance Co., Youngstown, O. 

* ok Ox 


Changes in Personnel 

M. D. WititaMs, formerly De- 
troit manager of the General Electric 
Supply Corp., is now located in 
Washington, D. C., with the Elec- 
trical Guild of North America. 

J. E. Gorpon, former credit man- 
ager, has been transferred to refrig- 
eration promotion activity at the 
Westinghouse Electric Supply Co., 
Indianapolis. J. C. Froyer is now 
credit manager. Fred Wolf, who 
formerly handled the northern Indi- 
ana territory as salesman, and more 
recently in charge of purchasing, is 
now stores and service manager. 


The General Electric Supply Corp. 
has transferred T. W. Williams from 
the Cincinnati, O., branch to the 
Jacksonville, Fla., house as lamp 
clerk and assistant audit and price 
clerk. 

ANNOUNCEMENT comes from the 
Robertson Supply Co., Orlando, 
Fla., that F, A. Robertson has been 
transferred from manager of the 
Miami branch to sales manager at 
the Orlando house. 

THE GENERAL ELEctrRIC Corp. 
announces that A. H. Luebbe, for- 
mer division manager at Chicago, has 
been promoted to assistant district 
manager of the central district. 

Harry SHERMAN is now sales 
manager of the Westinghouse Elec- 
tric Supply Co. at the Newark, N. J., 
branch. 

a 


Lines Added by Wholesalers 


NORTHLAND ELectric Supply 
Co., Minneapolis — Cutler-Hammer 
motor control devices. 

C. H. Carter Co., Sacramento, 
Calif —-Curtis Lighting, Inc. 

MILter Evectric Co., INc., Utica, 
N. Y¥Y.—“‘Universal” washers. 

RoBERTSON Suppry Co., INc., Or- 
lando, Fla—‘Lyric” radio and Mo- 
hawk refrigerator. 

LISTENWALTER & GouGH, Los An- 
geles, Calif —Stewart-Warner Radio 
for California. 

PROVIDENCE ELeEctric Co., Provi- 
dence, R. I.—Crosley radio, Wire- 
mold, G. V. fittings and Chicago 
Flexible Mfg. Co. 

Wn. M. Fyrre Co., Brockton, 
Mass.—Hamilton Beach line. 
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F course, the new Code requirements find General Cable ready 
to supply the needs of contractors everywhere. And adequate 
stocks, located in convenient centers, assure prompt delivery. 


Here is full asbestos insulation, felted on the conductor... no 
cotton threads to deteriorate! Here is insulation that is easier to 
work and strip. Here is a wide assortment of colors—with or with- 
out cotton or rayon braids. 
You can have General Cable Fixture Wire in the usual range of 
sizes — both flexible and solid construction. It comes in two types 
to fill all requirements: 

Type AF —asbestos insulated, with either polished 

or plain finish. 

Type AFC—the same wire with braided covering. 


Write for samples, prices and complete data. 





GENERAL CABLE CORPORATION 


EXECUTIVE OFFICES: 420 LEXINGTON AVENUE, NEW YORK CITY 
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Lolling?—No, this is a picture of a 
busy man stealing a few spare moments 
in which to jot down some notes for a 
sales meeting. S. H. Simonsen, when 
not “lolling” runs the lamp and lighting 
department for the Westinghouse Elec- 
tric Supply Co. of Los Angeles. 





ARNOLD WHOLESALE Co., Cleve- 
land — Stewart-Warner radio in 
Cleveland and‘northeastern Ohio. 

Union EquipMentT & SUPPLY 
Co., Providence, R. I.—Brunswick 
radio and “L&H”’ ranges. 
EQUIPMENT CorpP., 


SIERRA Los 


Angeles—Exclusive western distribu- 
tor of Ajax electrical specialties and 
radio and antenna equipment. 
SpRAGUE ELECTRICAL SUPPLY Co., 
Waterbury and Bridgeport, Conn.—- 


Telechron clocks. 

BaITINGER Etectrric Co., INc., 
New York —Cutler-Hammer prod- 
ucts in the metropolitan area. 

* * * 


Wholesalers’ Sales Activities 

MONUMENTAL ELECTRICAL Supr- 
pty Co., Baltimore, Md.—Robeson 
Rochester appliances and Judge 
Mazda Lamp Contest. 

GERMANTOWN ELEcTRIC SUPPLY 
Co., Philadelphia — Plymouth tape 
and the “Eggster.” 

SoutH BEND ELeEctric Co., South 
Bend, Ind.—Edison Lamp Contest. 

GENERAL ELEctrRiC SUPPLY Corp., 
Kansas City, Mo.—Radiotrons and 
radio. 

Unirep Exectrric Co., Wichita, 
Kans. — Westinghouse vacuum 
cleaner. 

C. H. Carter Co., Sacramento, 
Calif.—Range campaign. 

Missourrt VALLEY ELEctrRIc Co., 
Kansas City, Mo.—American Flyer 
trains, Hamilton Beach cleaners and 
food mixers and Hammond clocks. 

ELectric SuppLy Co., Tulsa, Okla. 
—Edison Mazda “Brighten” Up 
campaign. 

Jno. E. Graysit & Co., York, 
Pa.—Mazda lamps. 


LinpLEY ELectric Supply Co., 
Philadelphia, Pa.—Renewable fuses 
and new account campaign. 

Capito. Evectric Suppty Co., 
Lansing, Mich—Hammond clocks. 

J. J. Koeprsett Co., Sheboygan, 
Wis.—Lamps. 

Sutton Execrric Suppty Co., 
Wichita, Kans.—Radio. 

CONTINENTAL ELeEctric Co., Kan- 
sas. City, Mo—‘Universal” appli- 
ances. 

E. B. LatHam & Co., New York 
City—‘Royal” cleaners. 

GREENFIELD ELECTRIC SUPPLY 
Corp., Brooklyn, N. Y.—Fan-forced 
electric heat circulators and Christ- 
mas goods. 

Evectric Suppty Co., Pough- 
keepsie, N. Y.—Increased efforts of 
salesmen on the sales of wiring de- 
vices. 

NrLson Evectric Suppty Co., 
Tulsa, Okla.—Electrical equipment 
for filling stations. 

cm 


Delinquent Accounts 

The accompanying tabulations 
show the number of delinquent ac- 
counts, the total amounts and the 
average amounts as reported to the 
National Electric Credit Association 
by member manufacturers and whole- 
salers through its various divisions 
for September, 1930 and 1931. Also 
these figures are shown for the first 
nine months last year as compared 
with the nine months just passed. 


Electrical Telegraph Code 
Takes Effect in November 


November 16 has been announced 
as the effective operating date for 
LCODE, the complete industry code 
book published by the Business Code 
Co., New York. 

A Joint Industry Committee rep- 
resentative of the Electragists, N.E. 
L.A., Wholesalers, Radio Manufac- 
turers and Wholesalers, and S.E.D., 
cooperated in 1930, under N.E.M.A. 
sponsorship, to formulate and pub- 
lish a telegraph code book to include 
all words and phrases used in the 
purchase. and sale of electrical equip- 
ment and supplies. 
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Southern New York Opens 
_ Branch 
The Southern New York Elec- 
trical Supply Corp., Binghamton, 
N. Y., has opened another branch 
wholesale electrical supply house at 
231 and 233 E. Third St., James- 
town, N. Y. This new branch will 
be the company’s third warehouse in 
New York state. E. C. Wehle, with 
headquarters at 201-203 Water St., 
Binghamton, is general manager. 
* * * 


P. & A. in Former Location 

The P. & A. Electric Supply Co., 
Mansfield, O., announces its removal 
to its former location at 102 N. Main 
St., where the company expects to 
continue in the distribution of elec- 
trical supplies as in the past 10 years. 





COMPARATIVE STATEMENT OF PAST DUE ACCOUNTS REPORTED 
SEPTEMBER 30, 1931 
NUMBER OF ACCOUNTS REPORTED 


September 
1930 1931 
161 


97 
100 
428 


Division 
New York 
Middle & Southern Atlantic 
States 
New England 
Central 


39 786 
TOTAL AMOUNTS REPORTED 


Division September 
1930 1931 


$ 17,388 


10,089 
10,654 
40,403 


Middle and Southern 
Atlantic States . 
New England 


11,232 
6,217 
59,727 


%o Jo 


Increase Increase 
9 Months 


or or 
Decrease 1930 1931 Decrease 
2146 


—16.1% 2619 —18. % 
1079 


—23. % 1459 —26. % 
+ 86% 1082 841 —22.2% 
—19. % 6560 5045 —23. % 


—16.3% 11720 9111 —22.3% 
%o Jo 


Increase Increase 
9 Months 


or or 
Decrease 1930 1931 Decrease 
$ 416,182 $276,315 


+ 4. % —33.6 %o 
225,516 137,006 


—10.2% —39.2% 
+71.3% 144,901 74,846 —48.3% 
856,922 458,461 








$ 93,898 $ 78,534 


AVERAGE AMOUNT 


Division 
New York 
Middle and Southern Atlantic States 
New England 
Central 





—16.4% —42.4% 
9 Months 
1930 1931 
$1,359 $1,191 
1,400 1,143 
1,170 777 
1,146 814 


—32.3 % —46.5 % 
$1,643,521 $946,628 
S) 


September 








HE TIME HAS COME — the opportunity is here. It is an 
opportunity that many manufacturers have long awaited. It is 
' the opportunity to secure well directed, well financed, speciality 


distribution for major electrical appliances. 


“The Jobber’s Salesman” announces the immediate extension of its 
activities to over one thousand specialty distributors who have evi- 
denced their need for editorial co-operation. It announces an exten- 
sion of its circulation to a group of distributors whose combined 


influence is already a gigantic entity in electrical distribution. 


These thousand or more specialty distributors are ready to under- 
take the distribution of such items as washing machines, ranges, vacuum 
cleaners, water heaters, etc., as well as many of the smaller appliances. 
They are ready because the time has come when the number of pros- 
pects for their heretofore principal items, the refrigerator, the radio or 
the oil burner, no longer permits them to confine their entire year-round 
activities to these lines exclusively. They are ready because the me- 


chanical perfection of those items has developed to a point where the 


opportunity to sell repair parts or replacements is not sufficiently great 


to counteract the gradually diminishing field for new sales. They are 
ready because of a recognition on their part of a real necessity to 
balance the yearly sales program in their own organization with com- 
plementary items that will permit them to build sales among their pres- 


ent customers. 





What an opportunity this really is! Here is a group of sound dis- 
tributors presently needful of additional lines. It is a group that lays 
claim to the two biggest merchandising successes of the age — radio and 
refrigeration. It is a group strongly financed and having highly trained 
sales forces. It is a group that has clearly demonstrated its ability to 





=m 
7. 


do a real sales job in selling to retailers. It is a group that has certainly 
served manufacturers more economically than the costly handling and 
servicing of small accounts direct by manufacturers. And it is a group 


that is electrically minded and trained. 


In accepting the task of service to this new group of distributors, 
“The Jobber's Salesman” with a background of 12 years’ experience 
in serving the field of electrical wholesaling, has especially prepared 
itself to carry its editorial efforts to the greatest heights. Case studies 
will be published, selling methods studied and reported. The “speci- 
alty distributor” section of “The Jobber's Salesman” will light the way 


to further progress and development of this important group. 


But the first and most obvious performance in behalf of the speci- 
alty distributor that “The Jobber’s Salesman” has undertaken is to 
publicise the existence of the marketing opportunity that awaits the 
more alert manufacturers of appliances. And to further furnish through 
the advertising pages of “The Jobber’s Salesman” an economic vehicle 
for bringing the manufacturers’ story to the specialty distributor and 


his salesmen. 


For the manufacturer who is quick to recognize this opportunity 
“The Jobber’s Salesman” has made available a special service. A re- 
presentative of “The Jobber’s Salesman” will call upon request to help 


in speedily capitalizing on the golden opportunity vested in the “time 


that has come”. 


The Jobber's Salesman 


THE MAGAZINE OF ELECTRICAL WHOL 





A 


Message From a 
“Specialty Distributor’ 


“Your Mr..--------told me about the plans “The 
Jobber’s Salesman” have in mind to include the specialty 
distributor in their program. We congratulate you for put- 
ting these plans into effect. Your staff of trained and 
experienced marketing experts can certainly help solve 
some of the complexing problems that have confronted us. 


We have been looking for a good washing machine 
line for Undoubtedly we will get this line 
through your magazine and also learn how to sell it by 
reading your magazine. 


Put us on your subscription list and accept our con- 


gratulations — 


The Jobber's Salesman 


LING 
520 North Michigan Cinna: 
CHICAGO 
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Lake Michigan Club Holds 
Fall Meeting 


The fall meeting of the Lake Mich- 
igan Club was held at French Lick 
Springs, Ind., September 28 and 29. 
The morning sessions were devoted 
to informal discussions with F. H. 
Shumaker, South Bend Electric Co., 
South Bend, Ind., presiding. Resale 
price schedules were discussed by 
I. A. Bennett, president of the Na- 
tional Electric Products Corp., and 
Harry Bussmann, president, Buss- 
mann Mfg. Co. A tentative ‘“Oper- 
ating Program of Unified Economy 
and Co-ordinated Selling for the 
Electrical Industry” was outlined by 
Howard Ehrlich of THE JopsBer’s 
SALESMAN. 

A. J. McGivern, Manhattan. Elec- 
tric Supply Co., Chicago, and Ralph 
Steffins, Electric Association of Chi- 
cago, described the progress of a 
group of Chicago wholesalers in ob- 
taining merchandising cooperation 
from the Commonwealth Edison Co. 

A. F. Hearl, American Electric 
Co., J. C. Ingram, Bussmann Mfg. 
Co., and Wm. Stacey, Bryant Elec- 
tric Co., all of Chicago, were ap- 
pointed to the Golf Committee. In 
the blind bogy tournament Monday 
afternoon first honors went to John 
Sweeney, Westinghouse Electric 
Supply Co., Chicago. Charles Roy, 
Mishawaka, Ind., stood second, while 
the following tied for third place: 
F. H. Shumaker, F. Argost, Hat- 
field Electric Co., Indianapolis, How- 
ard Ehrlich and E. T. Rowland of 


THE JOBBER’s SALESMAN, Chicago. 

Howard Ehrlich and H. P. Riddell, 
Square D Co., Indianapolis, tied for 
first place on Tuesday. R. L. Wil- 
dauer, Arrow-Hart & Hegeman, 
Chicago, came in second and Fred 
Eisemann, Revere Electric Co., Chi- 
cago, took third. 

In the final session the following 
new officers were elected: chairman, 
John Gleason, Graybar Electric Co., 
Chicago; secretary, Arthur Hearl, 
American Electric Supply Co., Chi- 
cago. Advisory Committee, repre- 
senting wholesalers: Arthur Luebbe, 
General Electric Supply Corp., Chi- 
cago; Jos. McCaffery, McCaffery 
Co., South Bend, Ind., and M. B. 
Larimer, Protective Electric Supply 
Co., Ft. Wayne; representing manu- 
facturers: Wm. Stacey, Bryant Elec- 
tric Co., Chicago; R. C. Bennett, I. 
A. Bennett & Co., Chicago, and 
Arthur Merrill, Appleton Electric 
Co., Chicago. 

ee 


Brown Supply in Larger 
Quarters 
The Brown Supply Co. (formerly 
the Brown & Hall Supply Co.), St. 
Louis, Mo., moved from 1504 Pine 


St. to new larger quarters at 2800 
Pine St. The new location is on the 


southwest corner of Pine and Lef- 
fingwell, with a frontage of 155 ft. 
on Pine by 131 ft. on Leffingwell. A 
large and up-to-date show room to- 
gether with a separate display room 
for fixtures are among the new fea- 








Glasco Reports Good Business:—This quintet was snapped at Glasco Electric 
Co., St. Louis, Mo. Left to right: W. M. Stark, Colt’s Patent Fire Arms Mfg. 
Co.; C. E. Butler, Jr., and Frank Sparger, Glasco; Al Bohn, Steel and Tubes, 
Inc., and Harry B. Sunder, Glasco. Glasco is the same old business beehive it 
always has been. 





tures. The city counter has been 
enlarged and improved and is now 
equipped for most efficient service. 
Due to the fact that the company is 
now operating from one floor con- 
taining over 20,000 sq. ft., and as 
the present location is out of the con- 
gested downtown area, they are in a 
position to increase their service to 
their dealers. The personnel of the 


organization remains the same as 
formerly. 
a 
G. E. Supply Opens Modern 
Warehouse 


The General Electric Supply Corp. 
formally opened its new office and 
warehouse at 2985 E. Jefferson Ave., 
Detroit, on August 31. While con- 
venient to the business sections of 
the city, ample parking facilities are 
available adjacent to the building. 
Among the modern features incor- 
porated in the new building are a 
consolidation of the personnel on the 
ground floor, convenient location of 
city service counter, modern receiv- 
ing and shipping facilities, passenger 
and freight elevators, pneumatic tube 
system and spiral package chute from 
packing to shipping departments. 
With the new facilities service may 
be obtained during the regular office 
hours, but provisions have been made 
to render 24 hour emergency service. 

A modern merchandise display 
room contains exhibits of all items 
of electric merchandise manufac- 
tured by the General Electric Co. 
Merchandise Department, together 
with products of its associated com- 
panies. This display room is main- 
tained primarily for the convenience 
of the electrical dealers in and about 
Detroit. While the business will con- 
tinue to be entirely wholesale, this 
display is intended also for the gen- 
eral public who will be welcome to 
view the latest in electrical conveni- 
ences. 

Officers of the local division are: 
L. A. Pixley, division manager; A. 
S. Joseffy, division manager, appli- 
ances sales; V. F. Hutchins, division 
auditor, and E. R. Morphew, service 


manager. 
o- es 


News From Tri-Counties 

W. R. Wickert has sold his inter- 
est in the Tri-Counties Electric Sup- 
ply Co., Santa Barbara, Calif., to 
F,. R. Dolan, who now becomes sole 
owner. Mr. Wickert has returned to 
Chicago. 
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GET this AMAZING 


DISPLAY SERVICE helping your 
DEALERS and it will HELP YOU 


FILL THE 
EMPTY 
SOCKETS 


HAVE You 


| Sp 
Ec 4 


CENERAL 


shes 
Cr 
SPARES 


MAT ms 


GENERAL ELECTRIC 


MAZDA_LAMPS 


ADOR JOT 
THE INITIALS 


OF A FRIEND 


ELECTRIC 


MAZDA LAMPS 


MAZDA LAMPS 


rae 
for i asips ? 











The intelligent salesman is keep- 
ing his eyes open for the benefit of 
his dealers. He wants to help them. 
He realizes that every bit of mer- 
chandising assistance he can render 
to help his dealers succeed is vi- 
tally important and genuinely ap- 
preciated. One of the problems 











which this service solves is in fur- 
nishing an easily cared for, easily 
changed, artistic, colorful and 
therefore attractive background for 
window displays. But, even more 
important, it sells lamps—what bet- 
ter help can you give him? 


YOUR DEALERS SIMPLY CAN’T AFFORD 
TO BE WITHOUT THIS SERVICE 


In 1931 more merchants ordered 
this amazing window display serv- 
ice than ever before. Yet the new 
1932 service is finer, more attrac- 


tive, more compelling, and is sold 
for a price that does not even cover 
postage! 


THIS IS WHAT YOUR DEALERS GET 


SIX sets of Posters for the na- 
tionally known 3-wing frame in full 
color. 

TWO Big cut-outs that fairly 
reach out for business; and other 


counter display pieces of astonish- 
ing vitality—you are amazed at 
the success of the artists in getting 
such vigor into them. 


AND—A BONUS AWARD TO ALL SUBSCRIBERS 


This star sales-piece is a COM- 
BINATION CUT-OUT and 
MERCHANDISING UNIT... 
a very attractive girl, almost life 
size, standing behind a cardboard 
merchandising unit which is part of 
the cut-out. She smiles. She is 
beautiful. She tempts the shopper 
to buy. No question about it. This 


It will SELL for 
It is 


piece is a gem. 
you every day of the year. 
absolutely free to subscribers. 

$2.75 for the complete service 
(if dealer has the 3-wing frame) 
including the Bonus Award. 

$3.75 including the frame, and 
including the Bonus Award de- 
scribed above. 


GET YOUR DEALERS TO ORDER AT ONCE 


Make sure that they have this 
merchandising display material 
available to them in 1932. Here is 
an investment in prestige and sales- 
manship that pays for itself in a 
single month—yet serves for a year. 

e e e 


Hear the “G-E CIRCLE” ... 


GENERAL@® 


MAZDA 


the woman’s club-of-the-air .. . 
N.B.C. coast-to-coast network over 
54 stations, at twelve, noon, E. S. 
T., every week-day but Saturday. 

. . Also every Sunday, at 5:30 
P. M., E. S. T., with the world’s 
finest voices singing the world’s 
favorite songs .... 


ELECTRIC 


LAMPS 
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At the Netherland Plaza 


On the Following Pages is Pre- 
sented an Exhibit of Electrical 
Products Arranged for the Fall 
Convention of the National Elec- 
trical Wholesalers Association at 
Starrett’s Netherland Plaza Hotel, 
Cincinnati, O., November 9 to 12, 
1931 
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For the benefit of those who do not 
play chess: The black king alone 
could, not capture(or as chess players 
say, “mate with’’) the white king in 
the above situation. He needs an extra 

piece, the black castle, to enforce 

‘mate”’ in the row at the edge of the 
board. With the help of this extra 
piece, black wins. 


— CUSTOMER is hard to capture your customers. They are aggressively ad- 
these days. The logicalandaggressive  vertisedand merchandised. They have thor- 
“planned sales campaign” advocated bythe ough market acceptance and friendship. 
Jobber’s Salesman is an essential. But even They,shave behind them a company which has 
this is not enough. On the chessboard of cast its lot with the IndependentWholesaler. 


wholesaler strategy you need two “pieces” To capture the “White King” of solid, 
to “mate”: you need the planned campaign — enduring business, wholesalers are taking 
in logical markets—and the added assis- adyantage of Cutler-Hammer’s help. It’s 
tance of accepted merchandise. easily available and yours for the asking. 


The Cutler-Hammer Lines are preferred Write for details of the C-H Plan. CUTLER- 
merchandise — include only devices for HAMMER, Inc., Pioneer Manufacturers of 
which you have a sale. From every angle Electrical Apparatus, 1286 St. Paul Avenue, 





CA 


these lines meet your needs and those of | Milwaukee, Wisconsin. 
\e 


CUTLER HAMMER 


Motor Control. Safety Switches. Wiring Devices 


A-4112 























40 THE JoBBER’SfA)SALESMAN 


FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY 


COOK HEAT | 


FOR HOME HEATING PLANTS 


fa) PAYS PROFITS 


in CASH and Good Will 


me one compact box. : With Cook Heat Control— 
every jobber and dealer in electrical household 
equipment can turn a small extra selling effort into 
large extra business profit. 


Cook Heat Control is a 1931-32 product that fits 
perfectly into the present-day market of heat con- 
trol devices for coke and coal heating plants— 

It is priced within the reach of every home owner 
—it provides automatic control for our most eco- 
nomical fuels, coal and coke—it is electrically op- 
erated at | penny or less per day—it is installed at 
remarkably low cost—it is service free—it has 
been home-tested in more than 60,000 installa- 
tions— 


BACKED BY STRONG DEALER- 
CONSUMER CAMPAIGNS 


Aggressive support for modern electrical selling; consumer 
folders—selling the convenience, comfort, health, safety 
and economy of Cook Heat Control; window displays, 
demonstration cards showing how it works, a sales presen- 
tation for the jobber's salesmen, consumer direct mail— 
everything that is needed to keep Cook Heat Control units 
moving from jobber to installation. 























FREE FROM PROFIT-EATING SERVICE EXPENSE 











November, 1931 


THE JOBBER’SMJSALESMAN 


41 





FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 





BURNING COAL OR COKE 


MEETS EVERY DEMAND OF 


1 the JOBBER— 


generous margin, easy to sell smart dealers with 
extra time to turn into money, simple to demon- 
strate, no market to create, predigested material 
for jobbers’ salesmen, territory still available, 


2 the DEALER— 


satisfactory margin, priced right for quick steady 
turnover, simple in operation from thermostat to 
basement control, easy to install, average one and 
a half hours of one man's time, convenient terms, 
no market to pioneer with an unknown product, 
ample commissions for salesmen, 


3 the BUYER— 


saves the investment in new heating equipment, 
gives automatic control for the cheapest of fuels 
—coal and coke—saves worry, extra work, assures 
health, economy and comfort, low operating cost, 
convenient terms. ; 


CONSUMER Prices . *4- 952 
INSTALLED ...... > 422 


Write now or use coupon for more com- 
plete information about this fast-sell- 
ing profitable electrical device. 


COOK ELECTRIC CO. 


2700 SOUTHPORT AVE. 
CHICAGO, ILL. 






SC chassnie aii ™ 


This thermostat, in a beautifully 
finished case, (size 5%x 2% inches) 
1s placed on a convenient wall. When 
room temperature varies from the indi- 
cator setting, it turns the electrical cur- 
rent on or off. 
Low voltage wires run from the 
thermostat to the control unit in 
the basement. 
Transformer which changes the 
house current to low voltage. 
This noiseless control unit oper- 
ates the draft and check doors 
at the demand of the thermostat. 


ONTROL 









































4 
g COOK ELECTRIC CoO. 
a 2700 Southport Ave. 
Chicago, Illinois. 
g Please send me the details of your jobber propo- 
1 sition for Ccok Heat Control. 
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WIRT COMPANY.. 
.. Announces a new 


WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 








THE PLAN HAS 
BEEN TESTED IN 
50 STORES 








Here is an amazing story! A true story! A story 
of a simple selling twist that increases dealer 
sales 300% and more, automatically. If you are 
a jobber’s salesman you will devour every word 
on these two pages and talk it over with your 
buyer and sales manager. 


Here is what happened: Wirt Company designed 
a lamp-tester and equipped it with a Dim-A-Lite. 
Then fifty of these testers were put in fifty Phila- 
delphia stores. The instructions were meager. 
Each dealer was told to test all lamps in the 
Dim-A-Lite socket at the time lamps were be- 
ing sold. And while testing, he was to pull the 


THIS IS THE 


FREE 


LAMP-TESTER 


Pr a 
“Turn down your electric lights 


Dim-A-Lite Cord up and down. This lamp-tester 
plus this simple demonstration immediately in- 
creased sales more than 300%. Think of it! 
Without any further effort, every dealers’ sales 
jumped. 

The whole plan was so successful during,this 
test that Wirt Company immediately decided to 
give the complete plan to all jobbers. Testers 
were ordered. Literature was ordered. Window 
displays were ordered. A book for dealers explain- 
ing how to get maximum results was prepared. 
It was also decided to give the lamp-tester to the 
trade without charge. This decision was based 


La 


¥ 


RYT a4 


your eyes 
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SALES PLAN 











THE PLAN HAS 
INCREASED DEALER 
SALES OVER 300% 








on the absolute knowledge that your sales would 
increase so fast that Dim-A-Lite could afford the 
investment. 


So everything’s ready. The first big shipment of 
testers is on its way. The details of the free deal 
are: 43 Your dealer doesn’t pay for anything 
except merchandise. He buys enough Dim-A- 
Lites to earn his 35% discount. The lamp-tester 
comes packed with ten No. 23 Dim-A-Lites and 
ten No. 23-A Dim-A-Lites. The lamp-tester and 
the sales helps are free. The lamp-tester is 514” x 
19” and 9” high. Beautifully lithographed in four 
colors. Equipped with four slip sockets to dis- 
play 25, 40, 50 and 60 watt lamps. Also equipped 


with No. 23 Dim-A-Lite slip socket wired for lamp 
testing. Also equipped with 8-foot cord and plug. 
Holds literature in front and packaged stock in 
back. @ New cartons are furnished free for old 
stock. Dim-A-Lite is now packaged merchandise. 
© A 12-page book giving all details of how the 
dealer can get the maximum sales increase from 
the plan is furnished free. Oa large photo- 
graphic window display, 21” x 3514”, is also avail- 
able on request without charge. New imprinted 
literature for the display is also included free. 


Some jobbers’ salesmen are already on the road 
with this Dim-A-Lite deal. So action is impor- 
tant. Don’t delay. Talk to your sales manager. 





This Coupon to Your SALES MANAGER 





WIRT COMPANY, 5221-27 Greene Street, Philadelphia, Pa. 
GENTLEMEN: 


The Lamp-Tester is FREE. 





in their standard catalogs. 


(quantity) resale discount sheets. 


pS eee Ee 


Address ___ 


i 
} 
i 
| 
| 
} 
j 


Enter our order for Standard Jobber Package (5) Lamp-Tester merchandising 
units. Each unit includes one Dim-A-Lite Lamp-Tester stocked with ten No. 23 
and ten No. 23-A Dim-A-Lites. The cost is the standard price of Dim-A-Lites. 


Also ship..... _........ (quantity) sales books for our salesmen to place 


ee a cchueaeconiacicomereate : LEM OEE 


ea 


WIRT COMPANY 
5221-27 Greene Street 
Philadelphia, Pa. 
























Tt a limited number of electrical jobbe 
MOTORED J. C. Deagan, Inc., offers a franchise op 
By portunity which, advantageous at any tim 
TELECHRON 1S Particularly profitable RIGHT NOW! 
eee Here is the very type of product you) 





A Complete Sales Plan 


The Deagan company is not content merely to perfect 
and offer a product for sale. Back of DEAGAN DOOR 
CHIMES is a sound and sensible Sales Plan. Here are 
the highlights: 


Advertising to Dealers. When a single announcement 
produces nearly 200 inquiries, you can depend upon it 
that the product is one in which the dealer is eagerly 
interested. 


Elaborate Broadsides. Mailed to retailers everywhere. 
Hundreds of inquiries and sales referred, under the 
Deagan plan, to the jobber. 


Consumer Advertising. Attractive advertisements in 
leading home magazines. 


Store Demonstrator. A handsome display board that 
really creates sales. The Chimes are played either by the 
press of a button or automatically as the door is opened 
to admit customers. Every visitor is a prospect! 
Portable Demonstrator. To the dealer who decides to 
go out after business, Deagan provides a compact porta- 
ble outfit that permits him to demonstrate the Chimes 
in the prospect’s home. 


Literature. Attractive circulars for distribution to home 
owners and prospective builders. 


























Cooperation all along the way. Sales effort that means 
READY SALES. To get your share of the profit, 
write today for information on the Deagan Distributor 


Deagan Door Franchise. 
Chimes are 
available in sets 
of one, two, 
three, four or 
five tones. Oper- 
ated from light- 
ing circuit 
through bell- 
ringing trans- 


former included 
with each set. @ 
Installation ex - 
ceedingly simple. 

















PRINT IN BINDIN 











een looking for to counteract present con- 
tions in the building industry—a product 
unlimited potentials that can be sold 
ith minimum effort, small warehousing 





pst and substantial profits. 


Opportunity for Immediate Sales 


hle DEAGAN ELECTRIC 
DR CHIMES are destined to be- 
“standard equipment” in thou- 
s of new homes, it is not neces- 
to wait for a building revival to 
in on their possibilities. Millions 
pmes already erected offer a mar- 
ipe for IMMEDIATE CULTI- 
ION. Every detail of these homes 
ibutes to their charm and rest- 
ss save one. The old-fashioned 
bell and buzzer still remains a 
of bygone days—the one discord 
otherwise harmonious ensemble! 
AGAN DOOR CHIMES do 
forever with the disturbing 
ness of the doorbell and buzzer 
provide instead the full, rich beauty 
enuine Cathedral Chimes. Each 
the door button is pressed the 
es sound a different musical ca- 

a cadence so sweet and lovely 
ggests an old-world countryside 
ilight. 


hanically Perfect—Tonally 


Entrancing 
e mechanical perfection of 
GAN DOOR CHIMES is guar- 
d by the use of a TELECHRON 
OR, the world-standard of de- 
bility. Tonal beauty is assured 





A delightful optional 
feature in larger sets 
is a chromium base 
keyboard by means of 
which the Chimes be- 
come a delightful home 
signal system—a mu- 
sical call to telephone; 
a summons to dinner 
so gracious it adds 
charm to the entire 
meal! Book of 80 
military calls included 
without extra cost. 








by the tradition and background of the 
manufacturer. This is the company 
that originated Cathedral Chimes, and 
has been manufacturing percussion 
musical instruments for more than half 
a century—the com- 
pany whose Carillons, 
nationally advertised, 
ring out from hun- 
dreds of churches 
throughout the land. 
There is sales value 
in such a name. 

The appearance of 
DEAGAN DOOR 
CHIMES is in per- 
fect keeping with the Deagan Door 
lovely tone. Finished Chimes are ies 
in gleaming Chro- ta model, provid- 
mium or rich Lustro- jn& fe emo a 
Gold, they add state- Deagan Dinner 
ly beauty to any sur- ee eae 
rounding. ciple. 

A Profit to You—A Service to 
Your Customerr 


In being the first in your territory to 
handle DEAGAN DOOR CHIMES 
you not only add a profit-item to your 
line but render an invaluable service to 
your customers. A triple opportunity 
for profit for the contractor-dealer—- 
(1) in the sale of the product; (2) in 
the installation, and (3) in the sale of 
other merchandise once the contracto: 
gains access to the home. 

Back of DEAGAN DOOR 
CHIMES is a comprehensive and 
carefully worked out SALES PLAN. 
Having studied it, you are invited 
without obligation to write at once for 
details of the DEAGAN DISTRIBU- 
TOR FRANCHISE. 


J. GC DEAGAN, Inc. 


Deagan Building CHICAGO 


1 BINDING 


© 
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If you have a dollar and we have a dollar and we exchange, each still has a 
dollar, but if you have an idea and we have an idea and we exchange, we 


have both gained. 


There are in this country approximately 500,000 manufacturing plants of 
varying sizes. Obviously the vast majority of them are too small to main- 
tain their own electrical crew. The modernization and maintenance of such 


plants is the responsibility of the electrical contractor. Many of these 


plants need, and can be sold, COLT-NOARK SAFETY SWITCHES. 





Your contractor friends know where many of these 
plants are. We know how they can sell them COLT- 
NOARK SAFETY SWITCHES. If we can exchange 
our ideas on this subject we should both profit. May 


we tell you how? 











COLT’S PATENT FIRE ARMS MFG. CO. 


PIONEERS OF PROTECTION SINCE 1836 


ELECTRICAL DIVISION f — HARTFORD, CONN.., U.S. A. 





BOSTON CHICAGO NEW YORK PHILADELPHIA SAN FRANCISCO 
JS.3 
(Over 90,000 similar messages are being sent to Electrical Contractors during September, 
October and November. Are you getting your share of the business thus created?) 
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AMCO has always operated 

ON A 100% 
JOBBER 
POLICY! 


The first thing you want to know about a 


supplier is this—‘“‘Does he stay put?” 
AMCO does. 


During this so-called depression we have 
never wavered from the STRICT JOBBER 
POLICY established by us years ago. As a 


result, our jobbers have enjoyed steady sales. 


Wouldn’t you like to tie up with a manufac- 
turer of commercial lighting equipment 


who— 
Operates on a definite jobber policy. 


Works with you and your salesmen 
in securing the commercial lighting 


business in your territory. 


Has a definite plan to help you get 





this business. 


Ss k i d , * . 7 
ee von Hom hae Has a line that is exclusive, modern 


Line gives the lighting and priced to sell. 
specialist an indispu- 
table sales advantage. 
Self-aligning: complete- 
ly assembled: individu- 
ally packed: 


If you would, write. 


THE ART METAL 
COMPANY 


HANGER SPECIALISTS 1800 E. 38th Street 


serving 


JOBBERS CLEVELAND OHIO 
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“I Sold the 
Panelboards 


There is a good way to sell in these com- 
petitive times—know (f Panelboards and 
sell them. Usually the order for the 
wiring staples comes along with the panel- 
board order and in this way your customers 
are linked to you more strongly. 


Weare ready to show you how it is done— 
we are waiting to have you ask. 


There is an ¢@ man in your 
territory ready to give full co- 
operation. See him today. Send 
for the @@ Catalog. 


Arank Adam 


ELECTRIC COMPANY 


ST. LOUIS 


Albuquerque, N. M, 


General Engineering 


and Equipment Co., 


108 N. Third St 
P.O. Box 76 


Atlanta, Ga. 
L. A. Crow, 
64 Cone St., N. W. 


Baltimore, Md. 


Wolfe-Mann Mfg. Co. 


312 S. Hanover St. 
Boston, Mass. 

J. J. Cassidy, 

231 Congress St. 
Buffalo, N. Y. 


Ralph E. Jones, 
137 Saranac Ave. 


Chicago, Ill. 


Major Equipment Co. 


Inc., 

4603 Fpllerton Ave. 
Cincinnati, Ohio 

E. F. Schurig 

105 EB Pearl St 
Cleveland, Ohio 

Frank Reske, 

684 The Arcade 
Dallas, Texas 

R. S. Wakefield, 

1814 Allen Bldg. 
Denver, Colo. 


Fred E. Staible, Inc., 


2356 Blake Street 


Kansas City, Mo. 
Robert Baker, 
19 E. 14th St. 


Los Angeles, Calif. 
E. Zinsmeyer, 
1127 S. Wall St. 


Memphis, Tenn. 
C. B. Rutledge, 
203 Monroe Ave. 


Minneapolis, Minn, 
Leo. H. Cooper. 
422 Builders’ Ex. Bldg. 


New Orleans, La. 
W. J. Keller, 
203 Natchez Bldg., 


Magazine & Natchez Sts. 


New York 

Fred G. Kraut, 

419 W. 54th St. 

New York City 
Omaha, Nebr. 

B. J. Fleming, 

213 S. 12th St. 
Philadelphia, Pa. 

W. A. MacAvoy, Jr. 

244 North 10th St. 
Pittsburgh, Pa. 


Wm. A. MacAvoy, Jr., 


Dist. Mer., 


R.E. Thomas,Res. Mgr. 


P. O. Box 1349 

St. Louis, Mo. 
0. H. Rottman 
3650 Windsor Place 


San Francisco, Calif. 


Lee Van Atta, 
340 Fremont St. 
Seattle, Wash. 
R. E. Dryer, 
91 Connecticut St. 
Tulsa, Okla. 
P. E. Ebersole. 
214 S Victor St. 
Toronto, Can. 
Amalgamated Elec. 
Co., Ltd. 
Gen. Sales Office, 
372 Pape Ave 
Vancouver, Can. 
Amalgamated Elec. 
Co., T td. 
Granville Island 


Winnipeg, Man., Can, 
Amalgamated Elec. 
Co., Ltd. 
677 Notre Dame Ave. 
Calgary, Alberta 
Amalgamated Elec. 
Corp., 
1301-11th Ave. East 
Hamilton, Ont. 
Amalgamated Elec. 
Co., Ltd. 
18 Mary St. 
Montreal, Can. 
Amalgamated Elec. 
Co., Ltd., 
1006 Mountain St. 
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OIL Your Cash Register— 


Here Comes Christmas 












An ideal gift, the new BUSS Light. Ideal because it 
fits almost anyone’s needs and practically everyone’s 
Christmas budget. A beautiful light and a practical one. 
Yet priced so low that customers think it is a *‘mark- 
down.”’ Christmas time is BUSS Light time. So oil the 
cash register buttons that ring up ‘'$3.50"’ and, if you 
have not already done so, rush in your order for a 


stock of BUSS Lights. 


The new BUSS Light is an $2.00 li6 
entirely new addition to the 
BUSS Light line. It is 2 sos 
light on a slender_ x 
base. It has jest 










a = sy are 
th, 

of \ FO - 
the os 
justin . li- 
BUSS sk your 
offered esman to show 


ine and tell you how you can 
obtain FREE a BUSS Electrified 


the BUSS 1 foc includes four Display Stand. 


o 
popular $3.00 models finished in BUSSMANN MFG. CO. 
statuary bronze and ivory with 2551 University St.,St. Louis, Mo. 
parchment type shades and two Division cf the McGraw Elec. Co. 















<i Pr 


The Light that 10,724 Women 
Helped to Design 








The new BUSS Light is built to specifications obtained 
from interviewing ten thousand, seven hundred and twenty- 
four women. Positive proof of the sales appeal of this new 
addition to the BUSS Light line was found in the remark- 
able enthusiasm shown for it by women in actual store 
tests, using hand-made models of the new design. 








Be sure of a good profit by putting BUSS Lights on dis- 





play and giving women the chance to buy. 





PsRI 








BUSS Light (7) 
The Handiest Light in the World . xt 
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When you’re talking to your dealer 
customers, be sure to point out that 
(1) Ilg products are nationally ad- 


vertised, nationally recognized for 
accurate 


~ 


ratings, and nationally 
known by trade mark and color; (2) 
Ilg Electric Ventilators are made, 
tested, sold, and guaranteed under a 
single nameplate; that (3) there’s a 
labor and materials profit on every 
installation, in addition to a good 
mark-up on the product itself, and 


that (4) there are no calls for fre- 


San 


SST 


Ss 
ow 
7B/m 
Lz 


ti} 


WS 
Mx y, 


quent free service trips after the job 
is completed. We invite you to con- 
firm all these points by writing to 
the factory, and we offer our coop- 
eration on any problem that may 
arise.—Ilg Electric Ventilating Co., 
2854 N. Crawford Ave., Chicago. 
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t Through You r lerritory 


My, 
y Uy, 
“ 


~ UN and its a year- round market 


for Ilg Electric Ventilation 


Y 

Y ee : , 

Youn, Across every town—through factory districts, business sections, 
‘y Y ~ 


UY 4% % - ; Bae ‘ ; aha 
Uyj4y/', “ff and residential communities—there’s a big “Main Street” mar- 
“iy 'y, o yf Yy , — a we i 
Uy Wh. Gn ket for Ilg Electric Ventilation. Almost every door-way is 
Wy iptiitlitn ly 
GUMMY Uhhh, 4 
4, Yj “Ny 


Z, 


an entree to a cash-sale prospect, and inside there’s a wel- 
my 4% 4 y come for the man who tells how Ilg Electric Ventilation 
%, Yy 4 4 


Y 
2 %, Y i Y 
: jf? arannyyyptnally Wdtd/ttapurnny fff, Yy 


y 7 
Z 
hy fp Wi pl 


J #4, 
v4 YY 


pore corrects bad air conditions, identifies modern manage- 


a ment, encourages clerical efficiency, and invites public 
f y, ty, patronage. . . . Irrespective of general business con- 
ditions and no matter how cold or hot the weather 
may be, there’s a steady year-round market for 
Ilg Electric Ventilation . .. no drastic seasonal 
fluctuations, but a daily demand that has en- 
abled many active Ilg dealers to report 
greater sales this year than in 1929... . 

Get this story across to your dealer cus- 
tomers—Help them to specialize in the 

sale of Ilg Electric Ventilators. 

Write to know more about Ilg’s 

consistent jobber policy and how 

it ties in with Ilg’s dominant 


sales campaign for 1932. 
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A Steadfast Jobber Policy 


On an Equally Steadfast Product 





N Hemingray glass insulators you 

have a line of products which is 

7 backed by a steadfast jobber policy 

from which we have not deviated since the 
introduction of the line. 


The addition to the Hemingray line of 
new insulator types, particularly adapted 
for the use of power distribution systems, 
affords the same opportunity for economy 
and service to Power Companies that have 
long been the standards of the Telephone 


and Telegraph Distribution Systems. paseactontsaens fn 


most advanced methods 


Be sure you are receiving full benefit of and inspected with ex- 


the possibilities of increased sales afforded 1neNS GOre ENON Har. 





by these new insulator types. Distribution _Insulafors 
packed in cartons of 50. 


Write the Hemingray Glass 
Company for full particulars 
pertaining to new type 
distribution insulators. 


D>>>>>pppppppppp 


HEMINGRAY 
GLASS CO. 


MUNCIE, INDIANA 
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Makes Modernization 
With Light Easy To Do 


Every Jobber’s Salesman Owes It to 


Himself to Know HOW and WHY 


1 Every Wiremold job results in the sales of other equipment. 











While there are no radical changes the continual improve- 
ments in the Wiremold line are constantly opening up new 


business fields for the electrical contractor. 


“Wiremold Business Builders”, “Wiremold Ideas” and 
3 many other selling helps - intelligently utilized in well managed 
sales campaigns - are having widespread effect on the 
contractor - and present an extraordinary opportunity for 


profitable cooperation by every jobber’s salesman. 





If you are not on our mailing list, you 


should be and you can be for the asking. 


THE WiremordD COMPANY 


HARTFORD,CONN. 
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PATENT PENDING 


THE NEW LINE OF TRICO INSULATING AND AUTO TRANSFORMERS ARE 
APPROVED BY THE UNDERWRITERS’ LABORATORIES, INC.—1, TO 50 KVA. 


WRITE FOR LITERATURE 


TRICO FUSE MFG. CO., Milwaukee, Wis. 





pe. RENEWABLE FUSES FUSE PULLERS — : “CLAMP. FOR FUSE. CLIPS. OLORTOP. PLUG FUSES 
Built-in Money-Saving Factors. For safe pulling of Fuses. Genuine | Reduces Resistance, Preserves Clips Tells instantly the capacity of a Fuse - Built for service, not 
te ; Fundamentally Correct. a So, alacant horn fibre. 4 sizes. yy tnd Fuses. ‘Sizes to. fit all ¢ | Clips. ce es p by its scorers ae erence, colts = down’ toas price 
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Here’s your leader 


for fall sales— 
STAR-Rite 


MAGIC MAID 


Greater Power * More Uses * New Beauty 


Here is your fastest selling elec- 
trical appliance—real volume at a 
real profit for every dealer and a 
big value at only $19.50 retail. 


This new STAR-Rite MAGIC 
MAID has eye appeal and sales 
appeal written all over it. There 
isn’t a merchandiser of electrical 
appliances, when he sees the com- 
plete machine with all its acces- 
sories before him, who will not in- 
stantly realize the salability of this 
new electrical kitchen helper. 


At its price it creates a new 
standard of value in a field that is 





The mixing unit may 
be detached and used 
anywhere. 


Quick and efficient juice 
extractor, easily de- 
tached. 





Powerful motor mashes 
potatoes to a creamy 
smoothness. 


Easily handles batters 
for cakes—solves every 
mixing problem. 


practically untouched at the pres- 
ent time. Every modern home 
wants this MAGIC MAID and 
thousands upon thousands will be 
sold in the next few months. 


Here’s a clean-up, and a goodly 


sized _ profit, for 
every one who 
merchandises_ it. 


Carry the STAR- 
Rite MAGIC 4 
MAID right with 
you. It will sell 
on sight to many 
dealers. 







Even meat loaves are Whips, creams and 
easily mixed with the beats eggs — increases 
Magic Maid. volume. 























(s 


Note these 






MAGIC MAID 


features 


tor; new type 
standard; 3%, qt. 
opaque glass mixing 


beater for 


bowls; beautiful jade 
finish throughout. 


Send coupon 
for full particulars 





The Fitzgerald Mfg. Co, Dept. 10-M, 
Torrington, Conn. 


Gentlemen: Kindly send me full informa- 
tion on the Magic Maid with details of sales 
methods and sales helps. 


Ps cndacnnedaouedes 


Heavy duty, multi-speed mo- 
adjustable 

lustrous 
bowl, 
smaller bowl to match; bowls 
automatically revolve; chrom- 
ium plated beaters, instantly 
detachable; extra long single 
mixing drinks; 
complete juice extracting at- 
tachment to match the mixing 
green 


Berto ctr sssceee- 
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“PYREX” GLASS TOP FUSES 


— REGISTERED US. PAT. OFFICE 














when it di hould Blow! 


A fuse that blows too soon is a needless annoyance, while one that 
blows too late endangers costly devices. 


Bryant “‘Pyrex’’ Glass Top Fuses are accurately calibrated to act within 
limits prescribed by the Underwriters Laboratories. You can rely upon 
them to blow when they should blow. 


Crystal clear magnifying lens instantly shows which fuse has blown. A 


5 Capacities smoked window indicates a short circuit, which should be corrected before 


HEXAGON WINDOWS : : : re 
FOR BRANCH CIRCUITS replacing fuse. A clear window in a blown fuse indicates an overload, 


125 Volts 
Cat No pare which should be reduced before renewing fuse. In either instance the 
*‘Pyrex”” top safeguards the hand when making changes. 


ROUND WINDOWS 
FOR MAIN CIRCUITS 


125 Volts 
nie | B R. yy N 


When specified, Bryant ‘ 
Glass Top Fuses can be furnished in S U PE RIO R WI RI N G D EVI C E S 


display cartons of 5 each without 


extra charge. 
Manufactured hy 
THE BRYANT ELECTRIC COMPANY, BRIDGEPORT, CONN. 


J. 8. 1131 
MANUFACTURERS OF “SUPERIOR WIRING DEVICES" SINCE I886-MANUFACTURERS OF HEMCO PRODUCTS 


BOSTON + e« CHICAGO cee NEW YORK + SAN FRANCISCO 


140 Federal! Street 844 West Adams Street 60 East 42nd Street 149 New Montgomery Street 
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No. 90 
Showcase Lighting Unit for 
Standard Base T-10 Tubular 
Lamp. 





Show Window Reflector for 
Standard Lamps to 100 Watt. 








No. 2600 
Interior Electric Sign. A 
variety of types of pao are 
available. 





| 


+ 


No. 1012 


Standard 18-Inch Bank Cage 
Reflector. Made in continu- 
ous lengths also. 





No. 1900 

Continuous Showcase Lighting Unit for 

Standard Base T-10 Tubular Lamp. 

A fixture for T-6'4 intermediate base 
lamp is also available. 





GROWTH! 


In this period of readjustment and so- 
called depression, there is probably no 
greater tribute to an institution than its 
continued growth and success through 
such trying times. 

Founded but seven years ago, Day-Brite 
Reflector Company continues to enjoy a 
steady and substantial growth, because it 
has been established on the principle of 
manufacturing quality merchandise, and 
distributing it through legitimate channels 
at reasonable prices, and allowing the 
jobber a fair margin of profit. 

In addition, Day-Brite Reflector Com- 
pany guarantees to the customer all its 
merchandise, thereby protecting both job- 
ber and consumer. 

The display lighting field offers increas- 
ing opportunities for sales, and if you are 
not thoroughly acquainted with the Day- 
Brite line of display lighting equipment, 
we suggest that you write for the latest 
catalog No. 9. 

The illustrations on this page feature 
but few of the fastest moving items of 
our line. 




















3825 Laclede Ave. 











No. 80 
Showcase Reflector for Inter- 
mediate Base T-6'2 Tubular 
Lamp. 








Saint Louis 


No. 96 


Large Wall Case Reflector 
for Standard Lamps to 
60-Watt. 





No. 40 


Exterior Refrigerator Light- 

ing Unit for Surface Wiring 

—use standard base T-10 
Tubular Lamp. 





No. 720 


Picture Reflector for 
Standard T-10 Tubu- 
lar Lamp. 





No, 1040 
Continuous Window Foot Light. Avail- 
able in several designs from standard 
25-watt lamp to 100-watt lamp size. 


CORAPAN? 
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CRESCENT 











CRESCENT PRODUCTS 


“Crescent” National 
Electric Code Rub- 
ber Covered Wire 
and Cable. 


Intermediate Grade 
Rubber Covered 
Wire and Cable. 


“Imperial” 30% Rub- 
ber Covered Wire 
and Cable. 


“Crescent” Lead En- 
cased Wire anc 
Cable. 


“Crescent” A. B. C. 
Armored Bushed 
Cable. 


“Crescent” Lead 
Covered Armored 
Cable. 


“Crescent” Flexible 
Metallic Conduit. 


“Cresflex’’ Non Me- 
tallic Sheathed 
Cable. 


“Crescent” Varnished 
Cambric Cable, Lead 
Encased or Braided. 


All kinds of special 
wires and cables, 


CRESCENT 


The ATTITUDE of the Electri- 
cal Fraternity toward CRESCENT 
INSULATED WIRE AND 
CRESCENT ARMORED CA- 
BLE is one of increasing interest. 
This is owing to the standards of 
quality and service set up by this 
company and maintained since 
1889. 


CRESCENT 
AWHRE 


Every foot of wire that comes 
from the Crescent Plant is manu- 
factured under conditions of the 
utmost attention to detail. 


Every manufacturing operation from drawing copper rod on 
down to adding the final finish is completed in the Crescent Plant. 
To insure the highest quality a rigid inspection is made after every 
operation, ending with the final inspection of the finished product. 


The cooperation of our Engineering Staff is freely offered on 
all special wiring problems. 


Complete stocks carried in principal cities— 


(RESCENT 


Insulated Wire and lable (. 


CRESCENT ARMORED WIRE CO. 
TRENTON N.J. 
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—Und we ffack Jaw Blades— 


You sell the contractor 
fittings and supplies, 
Sell him also. MIL FLEX 
Hack Saw Blades 


You are the log- 















a ical source of 
HE) supply for them. 


Get in on this 


profitable busi- 





ness, now that 


you are 


offered 
a Hack Saw Blade designed for the 


Electrical Contractor 


Cuts BX, conduit, metal moulding, ete., faster \LELEX 
and cleaner than any blade available. There’s DUPLEX 


a demand for an extra good blade that costs no 
more than the ordinary blade and we are help- 
ing ereate it by regular advertising to your 
trade through ELEctricaL CONTRACTING. 


Fine teeth on 
forward end 


A patented 


Realize there are thousands of blades used self - starting 


daily —that an investment, although small, of blade Seotere 
brings you profits through quick turnover as Fine teeth on forward end of blade start the 


the sales multiply. Send in your order today cut smoothly and quickly. Regular teeth con- 
f h i P . tinue the cut. 24/36 tooth Milflex for general 
or the cutting. 18/36 for heavy conduit. 





MILFLEX DUPLEX | 


ELECTRICIANS’ SPECIAL BLADE  —S 





THE HENRY G. THOMPSON & SON CO. 
ESTABLISHED 1876 A A A A NEW HAVEN, CONN., U. S. A. 
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The “R.B.” (Receding Blade) 
Line 

A new line of safety switches— 

revolutionary switch construction 


és 18,000 — 19,000 
available in both front and side- tas iaees Gery- 


Type “M-15-25” Mag- enerated types. ice Switch. 
netic Motor Starting 
Switch and Fusible 
“RM.” Motor Cir- 
cuit Switch combined 


m=" To Jobbers Salesmen:- 


There are orders available. Everybody is doing 
business. It may be small, comparatively, but orders 
are being given by somebody every day. 


And Jobbers’ salesmen must be careful of one thing 
and that is—not to get into the habit of not expect- 
ing business and so become lackadaisical in going 
after it. 


It is those who circulate the most and lie awake 
nights planning new approaches, new arguments, a 
ee and new methods of attack, who pick up more than ie’ uate Gena 


Manually Operated their share of whatever business is available. pi tne MS ED 


Switch with over- This is no time for salesmen to take it easy; walking — 
lena around with a hang-dog expression, losing “pep” 
and impairing their personalities. 


In competition with such, the “live wires” stand out 
prominently and have a chance to pick up a lot of 
stray orders that the “pepless” competition has left 
in its wake. 


Let no man get the idea that there is no business; 
hence, why work hard—why plan? 


I wonder how many men, associated directly or indi- 

rectly with the selling end of their businesses, con- 

+ oe, can a S their he selves, without 
ey blushing, “I am honestly working harder and more “MDS” Double 
Starting Mowiteh with skilfully today than ever before.” Repentber Gwitehes. 

time limit overload pro- Front operated. 

om, Many men might feel free to answer this question 

affirmatively to others, but how many really and 

truly can say it honestly to themselves? Many can— 

most, perhaps; but in case there are any who are 

slipping a bit under pressure, such might well help 

their organizations a little bit more than they are. 


Let every one of us think this over, because after 
a check-up there will be very few but can find some 
way in which they can be more effective. 


Type “RM” Fusible : - “M74” Magnetic Motor Start- 
Safety Switch in ar ing Switch with Overload 
cast iron box. i a ee ay i Protection. 


e “C” Enclosed Switch, 
Quick Make—Quick Break. 


THE TRUMBULL ELECTRIC MANUFACTURING COMPANY 


4 GENERAL ELECTRIC @ ORGANIZATION 


PLAINVILLE, CONNECTICUT 
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Your 
ventilating 


market?... 
here it is= 


/eontractors / dealers 
/ eommerieal houses 


/ industrials 


Interest in improved ventilation is growing in 
leaps and bounds! People are convinced that 
health, energy and comfort largely depend upon 
the air they breathe—at home, at work, at play— 
summer and winter. 


This opens exceptional opportunities for the 
sale of ventilating equipment for jobbers who are 
on their toes measuring up potential market possi- 
bilities in their respective territories ...... pro- 
vided they can supply these markets with the 
equipment in demand. 


Jobbers handling the Diehl fan line cultivate 
their markets with assurance, equipped as they are 
to fill all modern ventilating needs with fans sec- 
ond to none in diversity of size or type and de- 
pendability in performance. 


Specialize on Diehl fans—the line which offers 
all-year-round profit possibilities. Catalog and 
prices on request. 


DIEHL MANUFACTURING COMPANY 
Electrical Division of THE SINGER MANUFACTURING CO. 
ELIZABETHPORT, N. J. 


Atlanta Boston Chicago Columbus Dallas New York Philadelphia St. Louis 






| 

















18” to 48" High and Low 
Speed Exhaust Fans 





, 12” and 16” Flat 
Blade Ventilating Fans 





9”, 12” and 15°" Bucket 
Blade Ventilating Fans 


32”, 52” and 56°" Ceiling 
Fans 






































WIND-O-VENT 





Wall Cabinet Ventilator 
tte 
>=, 
rf JAS Tre 
| as f / - SES 





WIND-O-VENT 
Window Ventilating Unit 
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for Efficient Lighting - 
OR ‘OUTDOOR 


ae 








: Unique features of 

Reflector Line: 

socket fittings—slid- 

ing adjustable sockets. In 

workmanship, quality, and 

convenience the unsurpassed 
reflector line. 


RLM Standard Dome 
Reflectors 





BY living up to the four-square “Quad” policy of quality, 


convenience, economy and quick response to new de- 
mands this line of lighting units has won the confidence and 
preference of the electrical industry. 


For the industrial field there is a complete “Quad” line of 
reflectors of designs and sizes suited for every requirement, 
including RLM Standard Dome Reflectors; Special Dome 
Reflectors with Q-D socket fittings; Shallow Bowl and Angie 
Reflectors with sliding adjustable sockets, keyless or pull 


Pe A go p I * socket; also pendant, ceiling and side wall, direct, indirect 
ousing beam projec- ; ee . ° 
tor, chromium finish , > 7 and semi-indirect units. 


on copper, adjustable “7 , ¥ 

aluminum: ‘singe, Ee : For outdoor use there is Q-D Rectangular Angle Reflectors, 

a and the New Open Type Flood Light units with adjustable 
brackets and focusing beam projectors for mounting on pipe 


standards, wood poles, or walls. 


“Quad” reflectors, whether for indoor or outdoor use, are 
porcelain enameled in our own plant, where materials and 
methods under our control insure the highest quality of enam- 
eling with uniform light distribution. 





Diagram of football field efficiently lighted 


er eee” Seen. The “Quad’’ catalogue is a valuable handbook of iilumi- 
nating data. See that a copy is conveniently available 
= : &7- for frequent reference. Catalogue and supplement gladly 

sent on request. 


QUADRANGLE 
MANUFACTURING CO. 


26 S, Peoria St., Chicago, Ill, 





410, 220/big uwvag 
fo a2vabsanig 
PIL ORIIOLY , Or 
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DESTINED FOR 
LEADERSHIP 


-in Consumer Acceptance 
-in DEALER PROFITS 


Some products, like some men, are born to leadership. 
Delco appliances have the research and engineering 
background which produces leaders. Their quality de- 
serves and is winning consumer acceptance. 


The new Delco Vacuum Cleaner was deliberately 
designed to provide the efficient service and easy 
handling which women have long been seeking. Com- 
plete finger-tip control of every cleaning operation, 
light weight, are only two of the outstanding features. 


The Delco merchandising plan was deliberately set 
up to provide dealers with leading profit makers. 
The Delco Fan has already proved itself a winner. 
The Delco Vacuum Cleaner will carry on this same 
sound policy. Write for full details of our dealer 
proposition. Now is the time. 


DELCO APPLIANCE CORPORATION 


ROCHESTER, N. Y. 


DELCO 


VACUUM CLEANER 








Offered to the trade for the 
first time last spring, broke 


lished as a leading profit 


maker for dealers. New in 


new in economy—and new 
in profit building. 































FAN The Independent Electrical 
cha on tor Wholesaler’s Big Opportunity 
design —new in efconcy— for the Final Quarter 





This advertisement appeared in Electrical Merchandising and Electrical Dealer for October. 
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I years 


a leader 


in the manufacture of 


OSCILLATING 
AND NON- 
OSCILLATING 
FANS, CEILING 
FANS, EXHAUST 
FANS and small 
MOTORS. 


THE EMERSON ELECTRIC MFG. CO. 
2018 Washington Ave., Saint Louis 


806 W. Washington Bivd., Chicago 
155 Sixth Ave, New York City 


Pf rat > 
EMERSON 
ZL H MoTOR SA >, 
Bul = Zz > LA ST 


FANS *>* MOTORS 


EXHAUST AND VENTILATING EQUIPMENT 
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G / )HEN flush receptacles 
J are quite out of the ques- 


tion because of expense 

and inconvenience, particularly in leased properties where the installation 
is in no sense “new”... . these Convenience Outlets do the trick! You 
fellows on the firing line know just where they belong, just how they 
give extra current facility at mimimum cost, and just when to push them 
instead of the flush receptacle (against which they are not really competi- 
tive.) Get all there is in this opportunity .... and be sure you handle 
legitimate outlets. 


Beware of “bootleg” convenience outlets! Only the companies listed 
below are licensed by us to make and sell convenience outlets, and we 
will vigorously prosecute infringers. We are preparing suit now 
against a jobber who has been selling “bootleg” convenience outlets. 


Refrain from buying or selling unauthorized convenience outlets. 


Here is the authentic list: 
The Monowatt Electric Corporation, Circle F Manufacturing Company, 
Eagle Electric Manufacturing Company, Marks Products Company, 
Rodale Manufacturing Company, Leviton Manufacturing Co. 
M. Propp Company, Electrotrim, Inc. 
Deal Electric Manufacturing Company, William Herst Manufacturing Co. 
C. D. Wood Electric Company, Inc. 


BEAVER MFG. CO. 


625 NORTH THIRD STREET, NEWARK, N. J., U.S. A. 





Branches in The Leading Cities 








TRIPLEX TIME SWITC 


Furnished in cadmium plated 


reel howting, 110/880. An accurate Time Switch 
Knockouts side, back and 
bottom. 
with 
Net price to electrical 
trade $17.50 and up, Waltham movement 
sold only through 


eg Ree: No winding (self-starting synchronous motor) 


Clock face 





W rite Current interruption tell-tale 


for Mercoid mercury tube switch mechanism 
Bulletin 
10-J 


2-year guarantee with immediate replacement 
from wholesaler’s stock 











Backed by regular monthly advertising in Electrical World, Signs of the Times and Electrical Contracting. 


rRIPLEX PRODUCTS CORPORATION, Clifton, N. J. 
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South-West 





. M. WAGGONER 
Asst. Sales Manager 
Northeastern Territory 


H. Q. 
Asst. Sales Manager 
Pacific Coast Ter. 


NOACK S. P. LARSEN 


Pacific Coast 
North-West 


R. G. ROBBINS 
Asst. Sales Manager 
Southeastern Territory 








L. P. SCHAFER 
Ky.—Ohio*—Tenn.* 
W. Va.*—Mich.* 


c. E. ADAMS 
N.Y.*%—W. Va.* 
Pa.*—Md.*—Ohio* 



































T. T. McLEMORE 
Ga.—Ala.—Fla. 


J. D. POTTS, JR. 
Dela.—Pa.* 
Md.7—Va.* 














J. M. CREECH 
Ind.—vI11.#—Mich.* 


R. 0. BARNES 
Asst. Sales Manager 
Chicago-Midwest Territory 





G. T. BRUNDRETT 
Texas—Okla. 
Lat—N. M4 

















Cc. H. KEEN 
New York, 
Dist. Sales Mor. 


P. A. LOCKWOOD 
Me—N. H—Vt. 
Mass.—R. J. 








E. C. NELSON 
Kansas—Mo.—Ark, 
Tenn.*—Neb.* 
11.#—Miss.* 





MEN 


- |. F. WHDER 
N. Dak.—S. Dak. 
Minn.—Wisc. 
Mon.*—Mich.*—[a.) 














J. P. . N. RODRIGUEZ 
N. C.—S. C. Cuba 
W. Va.*—Va.* 











*Indicates 
States 
‘Covered 
Partially 
by each 
Repre- 
sentative 





W. F. DANSBOE 
Wyo.—Colo.—Neb.* 
idaho*—Mont.* 
New Mex.*—Texas* 


LA) SHOULD KNOW 


5S We E 
Kan.—Mo.—Ark. 
Tenn.*—Neb.* 
111.*#—Miss.* 


The TOPNOTCH salesmen, the big money makers in the 


Electrical Jobbing field, are the ones singled out by their 
customers to impart detailed knowledge of the lines they 


sell. The customer always seeks information. 

'HE STAR PERFORMERS in this class constantly seek knowl- 

-dge of the lines they sell from their factory supplier and 

‘he supplier's representatives. By diligent investigation they 
on become classi- 
ed as “THE MEN 
HO KNOW.” 
sbbard and Com- 
iny maintains a 


Hubba aicomeany 


corps of thoroughly trained Sales Engineers to impart this 
knowledge to you, their intermediary between factory 
and consumer. 

It will pay you as an individual to cultivate the acquaint- 
ance of these men. Make them work for you. That is their job 
and their ambition. Team work between you will put Hubbard 


Hardware and Peirce Specialties over as never before. 


u Become the fountain- 


head of information in 
your territory. Join the 
class of “THE MEN 





PITTS BURGH ” OAKLAND, CAL.* CHICAGO 


WHO KNOW.” 
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WADSWORTH 


OFFERS 


SAFETY ELECTRIC SWITCHES 


AND 


DISTRIBUTION PANELS 


To the Progressive who Demand QUALITY, SAFETY 
and DEPENDABLE SERVICE 


Lee eee 
aon ae 
. 
2 y 7 — PENNSYLVANIA 
NTON- 


i me _| Depot : 
































Pas 
en 
‘ite 
‘e 











SIME 
aa 


ap 








~ 
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sw ORTH SIF Sa 

FG.COS PLANT 





= 
0 |] 
= 
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A Cordial Invitation is extended to all attending the National Electrical Whole- 
salers Association Convention held at Cincinnati, Ohio, to visit our plant. Follow 
the Red Line by Auto, or take Street Cars Nos. 1, 5, 6, 7 and 9, at Dixie Terminal, 
Cincinnati, to Eleventh Street and Madison Avenue, Covington, Kentucky. 





The WADSWORT CTRICMFGG INC. 
Covington ntucky. 
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P&S 








DECORATIVE LIGHTING MATERIALS 








Designed so that stripping, soldering, or 
taping of wires is not necessary. Quickly 
installed. Rugged construction. Fine ap- 
‘pearance. The sharp pointed terminal 
screws puncture the insulation of the 
wires. The socket cap screws on to the 
body, making a tight and rigid connec- 
tion, holding wires securely in place. 
Socket may be used indefinitely. 








— 
LG i SE SET 
ILLUMINATES W DECORATES 
ALL aa OCCASIONS 

| a 


ATTRACTIVE ee r vent Ea bn Feb on ane ene " 
— AS STANDA x 
cn wand OO rane SOUTDOOR Use 
ey 1 





P&S No. 2003 


READY-WIRED BAKELITE SOCKETS 


Suitable for all types of decorative lighting. 
Weather-proof construction. Supplied with any 
spacing of sockets desired and in any length of 
streamer up to 500 ft. Furnished with either sol- 
dered or unsoldered connections. Shipped ready 
P&S No. 5290 for immediate use. 


BAKELITE SOCKET FOR TEMPORARY WORK 





P&S No. 5464 


ei VE LIGHTING SETS 


P & S multiple decorative lighting sets are 
supplied equipped with either intermediate 
base or Edison base sockets, with connectors 
and attachment plug caps on the endof 
strings, so that they can be readily con- 
nected together for long runs... They are 
furnished ready for immediate use. Inter- 
mediate base type comes complete with 
Mazda lamps. 


A CONDENSED BUT DESCRIPTIVE FOLDER WILL BE GLADLY SENT UPON REQUEST 





NEW YORK 
71-73 Murray St. 





PASS & SEYMOUR, INC. 


SOLVAY STATION vices SYRACUSE, N. Y. 


CHICAGO 
605 W. Washington Blvd. 
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GLASS HEEL DiePUocr 


THIS unit represents one of the highest develop- 


DURATACH 


ments in modern industrial illumination . . . combining 


' ee EXCLUSIVE the lighting efficiency of the Glassteel Diffuser with 


Wy STRUCTION. 


the wiring convenience of the exclusive WVheeler 
Duratach construction . . . Entire reflector is white 
porcelain enamel inside and out; it provides a highly- 
powered, widely-diffused light specially recommended 
wherever fine operations are carried on. The Dura- 
tach construction allows reflector, socket shell, and 


lamp to be unscrewed from canopy as one unit, thus 


DURATACH construction 
allows reflector, socket shell, 


lamp and globe to quickly 
screw in or out of canopy 
as one unit, making both 
mechanical and electrical 
connections in one opera- 
tion. Easy to wire, easy to 
clean, and extremely eco- 
nomical to maintain. 


assuring easier wiring and a material reduction in 
maintenance costs. These features give to Wheeler 
Duratach Glassteel Diffuser a lighting efficiency and 


economy unsurpassed by any other unit of its type 


WHEELER LIGHTING 


WHEELER REFLECTOR COMPANY, 275 CONGRESS. STREET, BOSTON, MASS. 
NEW YORK CHICAGO ATLANTA CLEVELAND 
Sales Offices: St. Louis, Indianapolis, Los Angeles, San Francisco, Seattle. In Canada: Canadian General Electric Co., Ltd 
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14 SALES ma rew Hours 
Without Even A Sample? 


**I did not even have a sample of the Type AA Mark-Time Switch. 


Using the Model 3M (30-minute delay) I explained how the long 
interval switch worked on window lights and signs. The first day 
I got 14 orders in this way. When I stated that the price was only 
$4.50, any man who had any use for a time switch wanted one. It 
took only a few minutes to close each sale. After making the 
installations, everyone was highly pleased. It seems only a ques- 
tion of getting more Mark-Time Switches. We hope you can ship 


Be yng tonal our current order more promptly.” (Signed: Edward J. Cummings) 
7 Who Wants Salesman Cummings covered one tiny section of a minor city and sold one 
: : type of switch for one application only. He never touched the dozens of other 
This Switch? applications, and he offered only one of 20 models in the Mark-Time line. 
Storekeepers Even if you were deaf, dumb and blind, you could sell Mark-Time simply by 
Hotels demonstrating it to people who have waited years for something like this 
Schools to turn up. 
Radio Service Men M. ees INC. Don’t Sign this ¢ 
Apartment Owners a theme peeres 
Poultry Raisers Hartford. Conn. ot own the name of a dealer customer who 
Farmers might use Mark-Time. Let us sell him by mail. 
Garages We will giye your house the benefit of the order. 


Factory Operators ages HE aaa Dealer’s Name... 


Home Owners 


The market in your Name of your firm 
ee locality is 
practically Ne: 
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Walter Ferry, Newark distributor of 
appliances and public address systems, 
is seen at the Essex Electrical League 
golf tournament atop his broadcasting 
truck that bellows out popular songs 
and speeches. 


News of Fall Meeting, Pacific 
Division, N.E.W.A. 

Robert Sibley, executive secretary 
of the University of California 
Alumni Association, was the speaker 
at the opening meeting on Satur- 
day morning, the last day of the 
Pacific Division, National Electrical 
Wholesalers’ Association convention 
held at Del Monte, Calif., October 
8-10. Mr. Sibley gave the mem- 
bership a brief review of his im- 
pressions gained from a visit to. Rus- 
sia during the course of his European 
trip to attend the World Power Con- 
ference in Berlin last year. 

Those who won distinction in the 
association’s golf tournament were 
D. E. Harris, vice-president, West- 
ern Division, General Electric Sup- 
ply Corp., San Francisco, winner of 
the Copper Cup; C. B. Clendenen, 
of the National Carbon Co., Inc., San 
Francisco, who received the Oakes 
Trophy; and N. H. Boynton, sales 
manager, National Lamp Works, 
Cleveland, winner of the Manufac- 
turers’ Cup. 

+ aoa 


Available Literature on 
Lighting 

A bibliography of educational, en- 
gineering and promotional literature 
available for the lighting industry 
has recently been published by the 
Co-ordination Committee on Light- 
ing Promotion Activities. 

Copies may be secured by address- 
ing the committee at Room 2025, 150 
Broadway, New York City or at 
Nela Park, Cleveland, O. 


Hyland Host to Radio 
Dealers 
The Hyland Electrical Supply Co., 
Chicago, entertained 50 Westing- 
house radio dealers at a luncheon at 
the Electric Association on Septem- 
ber 8. Plans, advertising and sales 
promotion activities for the coming 
season were presented and discussed. 


a oa 


General Electric Installs 
Mail System 


The Chicago branch of the General 
Electric Supply Corp., has recently 
installed a metered mail system which 
is said to be of great assistance. 


* * x 


P & A Publishes Catalog 

A new 470-page catalog has been 
published by the P & A Electric Sup- 
ply Co., Mansfield, O. 


* * * 


Germantown Electric 
Compiles Catalog 


A new Christmas appliance and 
gift catalog is being compiled by the 
Germantown Electric Supply Co., 
Philadelphia, Pa. It will be ready 
about November 15. 


Wholesalers Active in Asso- 
ciations 
D. W. Day, Inc., Philco distrib- 
utor in New York City, is a new 
member of the Radio Wholesalers 
Association. 


S. Kaprian, Belasco Electric Sup 
ply Co., Chicago, has been appointe: 
to the Business Literature Commit 
tee and the Educational Committee 
of the Chicago Association oi 
Credit Men. 


S. W. Cooper, Jr., United Electric 
Co., Wichita, Kans., was appointed 
on the Executive Committee for 
“Wichita Jobber Week” and was 
appointed chairman of the Basket 
Ball Committee. 


W. R. Kuerer, Kiefer Electric 
Supply Co., Peoria, IIl., has been 
elected president of the Peoria Elec- 
tric Club. 


The Evectricat Jobbers Bowling 
League opened its season under the 
direction of Albert Wick of the 
Lindley Electric Supply Co., Phila- 
delphia, Pa. Mr. Wick has been ap- 
pointed to the board of directors of 
the Chamber of Commerce of North- 
ern Philadelphia. 





Recent activities in field broadcasting have resulted in the development of a 
new portable short-wave transmitter and receiver by engineers of the Nationa! 
Broadcasting Co. The new apparatus was used for the first time during the 
broadcast of the American Open Golf Championship recently. It is particularly 
adapted to such use since it can operate efficiently on compact antennae. On« 
antenna is a loop; the other forms part of the pole on which rests the receiver 
The above photograph, taken at the American Open Golf meet shows O. B 
Keeler, center, sports writer and announcer, with microphone; caddy, on left, 
with transmitter strapped to his back, and right, Dewey Sturgell, NBC engineer 


holding the receiver. 
NBC photo. 


The transmitter operates on approximately five meters 
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Prize Winners in August Contest 


Here are the names of the twenty salesmen of 

electrical wholesalers who are the winners of THE 

JOBBER’S SALESMAN’S Summer Sales Prize Con- 

test for the month of August. Each of these men 
has received a prize of twenty-five dollars 


PRODUCTS OF WINNER COMPANY 

Adam Electric Co., Frank............ Thomas J. Carey.... Hyland Electrical Supply Co., Chicago, Il. 

Arrow Electric Division.............. C. Keith Fullerton. ..H. M. Hopkins Electric Co., Detroit, Mich. 

ED a rere eee Howard Holiday ....F. D. Lawrence Elec. Co., Cincinnati, O. 

Bull Dog Electric Products Co....... B. Dh Lamiee. oes ss Interstate Electric Co., Shreveport, La. 

memgeme Battery Co. . 2... 6. ov es cece Cy TR a ska ose Electric Supply Co., Elkhart, Ind. 

Colt’s Patent Fire Arms Mfg. Co..... Bernard Merritt ....Standard Electric Supply Co., Milwaukee, 
Wis. 

Crescent Insulated Wire & Cable Co.. Philip Schaeffer... .. West Phila. Electric Supply Co., Philadel- 
phia, Pa. 

Cree, TOS. ss cc cnwe ews Paul Groetzinger .... Pittsburgh Electric Mfg. Corp., Pittsburgh. 

ee ee ere . Garfield-Elliott Electric Supply Co., New 


York City. 


Harvey Hubbell, Inc. ................ eee Fife Electric Supply Co., Detroit, Mich. 

Jefferson Electric Co................A. G. Newbauer.....: Allen Electric Co., Cleveland, O. 

National Carbon Co., Inc..:.........4 Arthur Barit .......Madison Elec. Co., Detroit, Mich. 

a ee ae)” eee C. G. Lifka......... Madison Elec. Co., Detroit, Mich. 

Plymouth Rubber Co..............-% Von B. Poling....... Hartman-Spreng Co., Mansfield, Ohio. 

Roach-Appleton Mfg. Co............ Ray O'Leary... ...«- Englewood Electrical Supply Co., Chicago, 
Ill. 

FE eee eee J. B. A. Negus...... City Electric Co., Syracuse, N. Y. 

Square D Co.......................Stanley P. Ecclestone. Fife Electric Supply Co., Detroit, Mich. 

Trumbull Electric Mfg. Co........... Hugh Short ........ General Electric Supply Corp., Kansas 


City, Mo. 
Ris Sie cinaon ede saa er ere E. B. Latham & Co., New York City. 


I ii Sia e ee eee ge R. M. Shaeffer...... Colonial Electric Co., Philadelphia, Pa. 
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Market for Electrical Supplies 


Compiled Monthly from Reports Made to THE JOBBER’S SALESMAN, by Wholesalers, on Market and 
Price Conditions for 22 Key Products. Numerals Indicate Number of Wholesalers Reporting in the 


Respective Territories. 








| EASTERN STATES* CENTRAL STATES* WESTERN STATES* 


MARKET PRICES peer ad Ponte aang fl — 
Sept. 15 to General t. 15 to enera pt. 15 to enera 
COMMODITY Oct. 15 Trend Oct. 15 Trend Oct. 15 Trend 

















Steady 





Transformers, insulators, distribution 
equipment 











Poles and pole-line hardware................ 











Switchboards and accessories............... 


Motors and control apparatus........ 














Pe IND co's. oak bar kee soassasa sere a ee 


oo o| ~ co} m |Fair 





Wiring devices 









































Lamps 








Industrial reflector 








Commercial lighting units 








Residential lighting units 








Street lighting equipment.................... 














Heating appliances : 12 



































Flashlights and batteries | 2 31 














4 
* 
13| 7 
4 
ei 


Telephone equipment | 3 

















Storage batteries | o| 4/11] 0/15! 0 











elolole|clelololHloleo|-|-|olol+|eole|eole|>olo [Higher 











ololololclclololele|clclclolelelol|wl|eol|o|-|o [Higher 


5 
2 














| EASTERN STATES CENTRALSTATES | WESTERN STATES 


|— 


ALL 22 LINES COMBINED 





Good | Fair | Poor ‘ai Poor Good Fair Poor 





Sept. 15, 1931—Oct. 15, 1931 12% | 45% | 48% % 55% 5% | 46% 49% 


| 


Same Period Previous Month 11% | 46% % % 3% | 44% 53% 
Same Period Year Ago 14% | 47% | 39% || 22% | 51% 27% 






































*Eastern States include all between the Atlantic Coast and the eastern boundaries of Ohio, Kentucky, Tennessee and Alabama; Western States 
include all between the Pacific Coast and the eastern boundaries of N. Dakota, S. Dakota, Nebraska, Kansas, Oklahoma and Texas. Central 
States include all between. 
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2 5 


; . »« . In UNIVERSAL 
products value is so outstand- 
ing that Landers, Frary & 
Clark has grown into the 


p= 


world’s largest manufacturers 
of household needs. 


GIFTS 


—That Make A 
Merry Christmas Last 
The Whole Year Through 














Far-reaching improvements and 
moderate price make the new 
UNIVERSAL “table top” 
ranges the outstanding values in 
the field of electrical cookery. 


14 Inch Oven | 16 Inch Oven 
$165.00 $182.50 







. ae } 
~S on NY) 
~~ oo} 











ADJUSTABLE ey ELECTRIC PAD 
ADJUSTABLE _ ; ’ 
HEAT-CONTROLLED TOASTER anaeemamene IN ALL-METAL 
IRON $7.95 $10.95 BOX $8.95 





COLONIAL 
HIGH- BOY 

PERCOLATOR 

$12.50 


Other Percolators 
from $5.95 to $29.50 








$14.50 


LAFAYETTE PATTERN $74.00 
Other Urn Sets from $11.95 to $95.00 


UNIVERSAL Percolators and Urn Sets are equipped 
with patented even-drip spreader plates that make 
the world’s most delicious drip coffee, automatically 





THE TRADE MARK KNOWN IN EVERY HOME 





MIXER, BEATER 
AND JUICER $19.50 





LANDERS, FRARY & CLARK 


NEW BRITAIN 





CONNECTICUT 
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League Officials:—These golf players 
are the officers of the Essex Electrical 
League and they were snapped at the 
annual outing held at Summit, N. J. 
Left to right: P. E. Harrison, treasurer; 
E. J. White, president; H. J. Litchfield, 
vice-president, and E. C. Butler, sec- 
retary. 


Wholesalers Express Their 
Views on Lamp Renewals 
To the Editor: 


[ cannot recall the time when I[ 


have enjoyed reading an article more 
than your recent article in regard 
to free lamp renewals, and it is cer- 


tainly gratifying to see a publication 
have the intestinal fortitude to come 
forward and really speak the senti- 
ment of the industry outside of the 
utility. 

The writer has spent considerable 
time and has quite a volume of cor- 
respondence in regard to the pend- 
ing legislation on this subject, and I 
am confident we will see some bills 
proposed for the coming year that 
are going to make the utilities in- 
augurate some radical changes in 
their merchandising policy. 

I want to thank you personally, 
and feel confident in saying that | 
speak the sentiment of the jobbing 
industry when I tell you that your 
article expresses the feeling of those 
whom you serve. 

VAN N. Marker, President 
Revere Electric Co., Chicago. 
To the Editor: 

We read with a good deal of in- 
terest your views on merchandising 
by public utilities but believe that you 
did not express the matter strongly 
enough. The invasion of the mer- 
chandising field by the public utility 
has been a tremendous factor in 
breaking down the natural channels 
for the flow of electrical merchan- 
dise since the utilities became really 


active in this about 15 years ago. 

We had many good contractor 
dealers who were doing a large an- 
nual merchandise business in towns 
about St. Louis with excellent credit 
who today are reduced to penury. 
1 can cite you many cases of men 
whose credit was excellent until one 
of the utilities, and it is almost uni- 
versal, went so far with their mer- 
chandise and financing campaigns as 
to practically drive these men out of 
business. One of our customers in 
particular who ten years ago bought 
washing machines by the carload 
and was good for at least a carload 
a month is today buying one wash- 
ing machine at a time. This man had 
a fixture business that necessitated a 
fixture display in which he had an 
investment of at least $1,500.00. He 
has no fixtures today. His fan busi- 
ness ran as high as $2,000.00 a month 
in the fan season while this last sea- 
son he sold a total of 14 fans, in a 
good fan year. We sell him some 
merchandise today but at the present 
time he owes us for his July account 
and we will probably not collect on 
it until the 10th of next month. In 
his particular town irons can_ be 
bought by the consumer for as little 
as 50c per month on the light bill, 
electric fans for $1.00 per month on 
the light bill, and this man is the only 
contractor left in a town of 20,000 
people who has any credit standing 
whatever where there used to be six 
contractor dealers in that city doing 
an excellent business. 

The manufacturer has, of course, 
been considerably to blame for the 
development of this situation. The 
utility had unlimited capital and 
could pay for any bill of goods at 
once. When they found that the job- 
ber was selling the utility consider- 
able merchandise they immediately 
started calling on the utility and by 
successive steps got to the point 
where they sold the utility at jobbers’ 
cost or less. I believe there are still 
many utilities who lose money on 
their merchandise but since it makes 
no difference to the utility as they 
collect through the meter what they 
lose in merchandising they have con- 
tinued this race for large cash intake 
to the detriment of the entire elec- 
trical business. 

The free or part price renewals of 
Mazda lamps is the worst factor in 
the business and to my mind inde- 
fensible. We would like to see more 
of your campaign against this unfair 


merchandising by companies thai 
operate under the guise of public 
service and will do what we can to 
assist any movement that is started 
to put an end to it. 

MELVILLE B. HALL, President, 

Melville B. Hall, Inc., St. Louis. 
To the Editor: 

I just want you to know that | 
appreciate the editorial in the last is 
sue of THE JOBBER’s SALESMAN on 
the new fifteen cent lamp and free 
renewals. 

Some real solid facts boldly and 
convincingly stated. 

A. J. McGIvern, Manager, 


Manhattan Electrical Supgly Co., 
hicago. 


To the Editor: 

We wish to congratulate you on 
the splendid article that appeared in 
THE JOBBER’s SALESMAN with rei 
erence to Free Lamp Renewals. 

The writer believes that the con 
tinuance of these articles will be a 
great benefit to our community. 
Morris J. ELtGutrer, President, 

Rex Electric Co., New Orleans, La 
. 2 SS 


New York Association Ac- 

quires Lighting Institute 

The lighting institute of the West 
inghouse Lamp Co., in the Grand 
Central Palace, was taken over, with 
out cost, by the Electrical Association 
of New York on October 1. It will 
be cooperatively maintained as an 
industry educational and market de 
velopment center by the Association. 
Ralph Neumuller, formerly directo: 
of the Westinghouse Lighting Insti 
tute, has been appointed managing 
director of the Association. 


News From Arkansas:—In the center is 
W. A. Treadway, president of Treadway 
Electric Co., Little Rock, Ark., whole 
salers. With him are D. A. Thomas 
(left) and E. H. Shutt, both represent- 
ing the General Cable Corp., out of St. 
Louis. 
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Radio Wholesalers Association, inc. 








Louis Buehn, Pres. 
Philadelphia Chicago 


James Aitken, Vice-Pres, 


David Goldman, Vice-Pres. 
New York 


The information on this and the following pages has been prepared by 
H. G. Erstrom, Executive Vice-President, by Authorization of the Board 


of Directors of the Radio Wholesalers Association on June 5, 1929. 


R. W. A. Making Important 
Investigations 

Two comprehensive surveys are 
being inaugurated by the Radio 
Wholesalers Association. One covers 
compensation of salesmen and the 
other freight rates on automobile 
1adio sets. 

Due to the many changes in busi- 
ness conditions since the Association 
investigated the subject of salesmen’s 
compensation two years ago, there 
has been found a need for a new sur- 
vey to bring up to date the earlier 
findings. Information will be se- 
cured on both city and country sales- 
men covering earnings, methods of 
compensation, automobile expense 


Robert Himmel, Treas. 


Howard Shartle, Sec. 
Toledo Cleveland 





Harry Alter 
Chairman of Board 


Chicago 


and allowances, size of drawing ac- 
counts, etc. 

Three questions are included in 
the questionnaire to be sent to mem- 
bers very shortly on the subject of 
freight rates on automobile sets. 
These are: 1. Make of set handled; 
2. Number of separate cartons in 
which the complete set, including 
speaker, is shipped together with 
weight and dimensions of each car- 
ton; 3. Method of shipping, whether 
separate cartons are shipped in the 
same lot and same car or in sepa- 
rate Cars. 

When this survey is completed the 
R.W.A., with the cooperation of the 
Traffic Committee of the R.M.A., 


David Trilling, Vice-Pres. 


Fred Wiebe, Vice-Pres. 


Philadelphia St. Louis 
H. G. Erstrom H. E. Richardson, Vice-Pres. 
Executive Vice-Pres. Chicago 
Chicago 


A. A. Schneiderhahn, Vice-Pres. 
Des Moines 


\ 








will attempt to secure a more equi- 
table freight rate on automobile radio 
sets. Previous activities of the 
R.W.A. have resulted in annual sav- 
ings of over a million dollars on 
freight rates on radio sets. 


oe ae 


Interference Sources 


Analysed on Pacific Coast 

During the year 1930 3,648 com- 
plaints were investigated by the radio 
interference branch of the Pacific 
Radio Trade Association, according 
te its report. Expense of operations 
for the year totaled $9,600, or $2.65 
per complaint. Of this amount, the 








Radiotron Co. and Distributors Hosts to Dealers:—Over 
1,200 radio dealers from all parts of Greater New York gath- 
ered at a luncheon sponsored jointly by the R.C.A. Radiotron 
Co. and its Manhattan distributors in the Hotel Pennsyl- 
vania on September 30. The occasion was the presentation 
to the metropolitan trade of the new Radiotron merchandis- 
ers, devices for storing, displaying and selling Radiotrons. 





The following distributing houses joined the Radiotron Co. 
in sponsorship: Times Appliance Co.; Superior Distributors; 
Greenfield Electric Supply Co.; General Motors Radio Corp.; 
Wolfe Radio Co.; Plaza Music Co.; Manhattan Electric Sup- 
ply Co.; Gertler Electric Co.; General Electric Supply Corp., 
and the Graybar Electric Co. J. W. McIver, sales promotion 
manager, R.C.A. Radiotron Co., made the presentation. 
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Philadelphia Electric & Radio Show is Outstanding Success:—The Fourth Annual 
Electric and Radio Show, staged in Philadelphia by the Electrical Association of 
Philadelphia and the Radio Distributors Board of Trade, closed its doors on 
the night of October 3, an outstanding success. More than 100,000 people passed 


the turnstiles in the six days of the show. 


Virtually every branch of the radio 


and electrical industry were represented in the 216 booths on the floor at the 
Municipal Convention Hall. Besides a comprehensive line of radio receivers and 
products, home talkies, refrigeration, labor-saving industrial and domestic appli- 


ances, educational exhibits were displayed by the large manufacturers. 


George 


R. Conover, managing director of the Electrical Association of Philadelphia, and 
manager of the Electric and Radio show, declared that the Show is a vindica- 
tion of the faith of the firms and the business men who “even against warning 
by commercial observers, went ahead and staged the Show.” 





Pacific Gas and Electric Company, 
Great Western Power Company, 
Key System, Ltd., Southern Pacific 
Company, Market Street Railway 
Company, and the Sacramento Short 
Line subscribed to a total of $6,780 
and the balance was paid out of 
association funds. 

Following is a segregation of radio 
interference complaints for the San 
Francisco Bay area: Utilities, 1844; 
Oil burners, 72; Flashing signs, 81; 
Heating pads, 223; Battery chargers, 
15; Amateurs, 46; Violet rays, 22; 
Elevators, 22; Motors, 30; Dia- 
thermy, 20; Defective aerials and 
grounds, 233; Defective wiring in 
buildings, 271; Trouble found in the 
set, 350; Wrong address or moved, 
104; Cleared by itself, 324, and Mis- 
cellaneous, 191. 

ee es 


R.M.A. Trade Show at 
Chicago Next May 

The Seventh Annual Convention 
and Trade Show of the R.M.A. has 
been announced for the week of May 
23 with headquarters at Chicago ho- 
tels to be selected later. The show 
has been advanced to May for sev- 
eral reasons. With the national re- 
publican and democratic conventions 


being scheduled in June and the na- 
tional election campaign, expected to 
stimulate radio sales, in full swing, 
it was believed the earlier week of 
May 23 would give manufacturers, 
wholesalers and retails more oppor- 
tunities to sell radio and also shorten 
the period before the trade show in 
which trade has sometimes been 
reduced. 

Allied radio organizations, includ- 
ing the I.R.E., R.W.A. and N.F.R.A., 
will cooperate with the R.M.A. ina 
“radio week” next May. Reduced 
railroad fares will be in effect for the 
trade show. Manufacturers will be 
required to exhibit current merchan- 
dise and permitted to show other 
electrical products. Marked advances 
in television development also are in 
prospect for the May, 1932, trade 


gathering. 
x * 


Police Radio Contract for 
Denver Graybar 

A contract to supply $9,147.06 
worth of radio equipment to the Den- 
ver police department has_ been 
awarded to the Graybar Electric 
Co. In Denver when the contract 
was signed by Carl S. Millikin, man- 
ager of safety, and A. C. Cornell, 


Graybar manager, was Robert G. Mc 
Curdy, head of the Western Elec 
tric technical department, who ha 
flown from Kansas City, Mo. H: 
went back to Kansas City with requi 
sition for the broadcasting plant, a 
142-ft. steel tower, one receiving se! 
for central police headquarters and 
four sets for substations. Mr. Mc 
Curdy will return to Denver to super 
vise installation and instruct polic 
operators in its use. 

Mr. Millikin has applied for a li 
cense on low-wave length with 2,442 
kilocycle frequency. Authorization 
by the Federal Radio Commission is 
expected about Nov. 1, when the ney 
station expects to be in operation. 

a a 


Chicago Radio Show An- 
nounced for January 

Chicago’s annual Radio-Electrical 
Show will be held in the Chicago 
Coliseum, January 18 to 24. Previ- 
ously held in October, this combined 
trade and public show has been ad- 
vanced to January to secure greater 
benefit from national promotion and 
to provide a better opportunity for 
presenting new products. 

a 


RMA Fall Work Begins 

Association activities for the fall 
and winter of the RMA have been 
started by President Coit, executive 
officers and committee chairmen of 
the national radio manufacturers’ or- 
ganization. Prgsident Coit has filled 
all committee chairmanship vacancies 
with the recent appointment of C. E-. 
Brigham of Newark, N. J., as di- 
rector of the Engineering Division, 
and Roy Davey of Springfield, 
Mass., as chairman of the Adver- 
tising Committee. 

i 


Lower Ratio of Midget Sets 

For the first time in several months 
there was a reduction during August 
in the proportion of sales of midget 
sets to total sales volume, according 
to George C. Furness of New York, 
chairman of the RMA Statistics 
Committee. Sales as well as ship 
ments of receiving sets, tubes and 
other radio products showed a marke: 
increase in August which has con 
tinued through September, with con 
sequent increase in factory employ 
ment. This condition is especial) 
notable in the case of most part 
manufacturers. 
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Chart No. 3 















































OMPLETE sets of the Number 
1 and Number 3 charts covering 
the four markets (Resale, Contractor, 
Industrial, Commercial) as described 
in “THE JOBBER’S SALESMAN 


Plan for Market Determination and 


Market Development” are now ready 


for distribution. 


The Number 1 Survey chart which 
the wholesaler is to fill out and send 


to his manufacturers is 12” x 12”. 


The Number 3 Control chart on 





which the wholesaler records his prog- 
ress by markets and commodities is 
12” x 24”. 


The price for a complete set of 8 
charts (two for each of the four mar- 
kets) is $1.00. Separate charts are 15c 
each, with a minimum order of $1.00. 
The Number 2 Product chart should 
be furnished to the wholesaler by his 


supplying manufacturer. 


Wholesalers are requested to send 


their remittance with order. 


“She Jobber’ Salesman 


520 N. MICHIGAN AVE. 











CHICAGO, ILLINOIS 
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Attention Wholesalers! 


Determination 


Are Now Ready 
3 




















80 THE JOBBER’S)SALESMAN 





FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 


MANUFACTURERS’ 


F. V. Burton with Bridgeport 
Hardware 

Frank V. Burton, who resigned 
last spring as sales manager of the 
Weber Electric Co., Schenectady, 
N. Y., is now sales manager of the 
Bridgeport Hardware Manufactur- 
ing Corp., Bridgeport, Conn. 

* * * 
Dana Harland to Direct “AE” 
Renewable Fuse Sales 

Dana Harland will direct the sales 
of the new “AE” fuse that is being 
introduced to the electrical industry 
by the Associated Engineers Co., 
Chicago. 

Mr. Harland was connected with 
one of the largest fuse manufactur- 
ers in the country for 14 years. He 
started in the shop, working at punch 
presses, lathes, and so forth, in the 


News 


Current news of changes in personnel and location. 
Illustrations of new and improved products and an- 
nouncements of latest literature 


making of fuses. From the shop he 

entered the laboratory and from 

there to sales work in the field, where 

he has many friends among the users 

of fuses as well as the distributors. 
= 


L. D. Calhoun Dies 


L. D. Calhoun, sales manager of 
the Bull Dog Electric Products Co. 
of Detroit, died October 7 in St. 
Johns Hospital, Cleveland. 

Extreme prostration superinduced 
by severe nervous shock, as the re- 
sult of an automobile accident, was 
the immediate cause of death. 

Known familiarly as “Cal” to hun- 
dreds of jobbers, electrical inspectors 
and the trade generally, his passing 
will be regretted by all who knew 


him, 
x *k x 


E. L. Bradbury with 
Gillinder 


Gillinder Bros., Inc., Port Jervis, 
N. Y., announce the appointment of 
IX. L. Bradbury as sales manager, ef- 
fective October 1. 

Mr. Bradbury has been active in 
the lighting field for many years as 
general sales manager of the Holo- 
phane Co., Inc., of New York, prior 
to which he served for about 10 years 
in the sales department of the Ivan- 
hoe Division of the General Elec- 
tric Co. 





qadaaadadaat 





The Jefferson Electric Co., Chicago, has purchased a 19-acre tract in Bellwood, a 
western suburb, on which it will erect at once a $550,000 manufacturing plant. This 
will house in one building its two Chicago plants and will care for its entire busi- 
ness with the exception of its Canadian subsidiary in Toronto. The company now 
employs 1,800 and the new plant will have facilities for 3,000 workers. The building 
will be of steel construction, equipped with a sprinkler system and will have 
creosote block floors over cement. The boilers will be in an entirely depressed 
basement and all heating will be done by forced draft, thereby practically elimi- 
nating smoke, it is claimed. A large modern type cafeteria for employees is 
planned. The structure is so arranged that a second unit can be added when 
business conditions warrant it. 


Clarke H. Methot Joins Cable 
Radio 

J. J. Steinharter, president of the 

Cable Radio Tube Corp., Brooklyn, 

N.Y., has just announced that Clarke 


Clarke H. Methot 


H. Methot has been appointed vice- 
president of the corporation. Mr. 
Methot will assist Mr. Steinharter in 
carrying out sales and merchandis- 
ing programs on “Speed Tubes.” 

For over 29 years, Mr. Methot 
was associated with the Manhattan 
Electrical Supply Co., finally resign- 
ing as general manager a short time 
ago. While with Manhattan, Mr. 
Methot handled the entire distribu- 
tion and sales policies on the “Red 
Seal” dry cells. 

. 2s 
J. J. Mitchell With 
Diamond 

Jesse J. Mitchell, formerly branch 
manager at Indianapolis, St. Louis 
and Cleveland, and later, assistant 
sales manager in Detroit, in charge 
of panelboard sales for the Square 
D Co., has been added to the sales 
staff at the San Francisco factory 
of the Diamond Electrical Manu- 
facturing Co., Ltd. 
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John Wesley Crum Dies 
Suddenly 

On September 19, John Wesley 
Crum, from 1909 till October 31, 
1930, secretary of the Middle and 
Southern Atlantic States Electrical 
Credit Association, died suddenly at 
his residence in Philadelphia. The 
funeral services were held there and 
the interment was at Youngsville, 
Pa. Mr. Crum was a hard worker 
and gave his very best at all times to 
the membership of the Association. 
He made friends readily and he held 
them through the years. 

oe Ss 
Williamson, Bleadon Repre- 
sents Eight Lines 

Lines of the following manufac- 
turers are being handled by William- 
son, Bleadon & Co., Chicago: Brady 
Manufacturing Co.; Cincinnati Vic- 
tor Co.; Grabler Manufacturing Co. ; 
Hartzell Propeller Fan Co.; Holfast 
Rubber Co.; Invincible Vacuum 
Cleaner Mfg. Co.; Mohawk Conduit 
Co., Inc., and J. M. White. This 
company is open for further repre- 
sentation on manufacturers’ lines in 
its territory. 


2K * * 

Kenneth Curtis Succeeds 
Father 

Official announcement has been 


made that Kenneth Curtis, son of 
Augustus D. Curtis who died on 





April 29, has succeeded his father as 
president of Curtis Lighting, Inc., 
Chicago. 

Mr. Curtis is a director of the 
Electric Association of Chicago, a 
donor and member of the Illumi- 
nating Engineering Society and the 
National Electric Light Association. 








John H. Trumbull 





J. H. Trumbull Elected Presi- 
dent of N.E.M.A. 

John H. Trumbull, president of 
The Trumbull Electric Mfg. Co., was 
elected president of the National 
Electrical Manufacturers Associa- 
tion on September 18. 

Mr. Trumbull has been an out- 
standing figure in the electrical in- 
dustry for over 30 years. In 1899, 
together with Henry Trumbull and 
Frank Wheeler, he organized the 
Trumbull Electric Mfg. Co. at Plain- 
ville, Conn. He has been a member 
of the Electrical Manufacturers Club 
since its formation in 1905, serving 
one term as its president. When the 
Associated Manufacturers of Elec- 
trical Supplies organized in 1915, he 
became active in its work. With the 
exception of one term he served on 
ihe board of governors during the 
entire existence of the A.E.M.S. Ex- 
cept for one year, he has been a 
member of the board of governors 
of N.E.M.A. since its formation and 
has been active on its committee on 
legislation. 

As chairman of the finance com- 
mittee of the Connecticut state sen- 
ate Mr. Trumbull put the finances of 
that state on a sound basis and be- 
came governor of Connecticut in 


1925. After serving three terms, 
during which time he kept in close 
touch with his own company in par- 
ticular and the electrical industry in 
general, he retired from public office 
in 1931. 

Already an accomplished sports- 
man, Mr. Trumbull became an avia- 
tion enthusiast a few years ago. He 
not only holds a pilot’s license but 
has taken an active part in the com- 
mercial development of air trans- 


portation. 
e* + 2 


Clair D. Oldham Now with 
Guth 
The Edwin F. Guth Co., St. Louis, 
has appointed Clair D. Oldham to 
direct sales campaigns among dealers 
on its new “Guth-Fan”. Mr. Old- 
ham’s return to the industry will be 
welcome news to those who knew 
him during his many years in the 
incandescent lamp field. 
* * x 


I. Kaufman With Ollendorf & 
Hirsch 
Announcement has been made by 
George Ollendorf, president of Ol- 
lendorf & Hirsch, Inc., Baltimore, of 
the appointment of I. Kaufman to 
the company’s sales ranks. 
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This free 


CREDIT COIN 


cashes checks and 
establishes your 
identity at once 


You can avoid bothersome, em- 
barrassing delays in getting checks 
cashed in the 24 big cities listed 
below. The United Hotel Credit 
Coin also saves valuable time in 
checking out. Unexpected demands 
for money can be met at once. With 
only your registered number on the 
coin, no one else can use it. Take 
advantage of this convenience. 
Send for your free coin right now 
—using the coupon below. 


One of the extra services of these 25 


UNITED HOTELS 


NEW YORK CITY’s only United... .The Roosevelt 
PHILADELPHIA, PA The Benjamin Franklin 
SEATTLE, WASH The Olympic 
‘WORCESTER, MASS The Bancroft 
a ee The Robert Treat 
PATERSON, N. J.....+++ The Alexander Hamilton 
a ee eee The Stacy-Trent 
HARRISBURG, PA. - The Penn-Harris 
BERIT DE: ©, sais cissbc0e sas ceare The Ten Eyck 
ae The Onondaga 
TN: ©. is. 5 ossccrcesonce The Seneca 
NIAGARA FALLS, N. Y.......020000. The Niagara 

The Lawrence 


KAMNCAS CITY, BD. «6 0cceccssscct The President 
El Conquistador 

SAN FRANCISCO, CAL. .......... The St. Francis 
SHREVEPORT, LA. ..... The Washington-Youree 
NEW OCRLBADE, BA. .00cscceccses The Roosevelt 
UUW CMERADEE, BA. esos ccsccce nes The Bienville 
The King Edward 

NIAGARA FALLS, ONT. .........64-: The Clifton 
WINDSOR, OMT. .00 6000002 The Prince Edward 
KINGSTON, JAMAICA, B.W.1..The Constant Spring 


WORTH CLIPPING TODAY 





UNITED HOTELS COMPANY 
1418 United Building, Niagara Falls, N. Y. 


Kindly send me complete details 
and a blank for your Credit Coin. 


Name 














A Century of Progress 


From June 1 to November 1, 
1933, Chicago will celebrate its cen- 
tennial with an international exposi- 
tion. This will depict a Century of 
Progress, especially in the field of 
applied science, and will be a distinct 
departure from the usual type of 
exposition. 

Adequate funds have already been 


| secured, two main buildings com- 


pleted and over 600 acres of grounds 
on the shore of Lake Michigan, ad- 
jacent to Chicago’s loop, have been 
laid out in detail. 

This is the first large exposition 
to be held since the Neon tube has 
come into general use for illumina- 
tion purposes. Engineers are now 
at work on new methods of lighting 
which only the Neon tube makes 
possible. Results already achieved 
indicate that a new standard in spec- 
tacular lighting effects will be set at 
this exposition. 

The grounds, leased from the 
Board of Commissioners of South 
Park, are outside the jurisdiction of 
the building inspectors. Thus the 
architects are free to develop new 
types of building construction un- 
hampered by municipal regulations. 
The Travel and Transport Building 


is already completed. It utilizes ca- 
ble supports, similar to those of a 
suspension bridge. Despite its large 
size there are no interior columns 
supporting the roof. Thus one en- 
tirely new type of building construc- 
tion has already been evolved. 

A section of the grounds has been 
set apart for exhibits of model 
homes and here the architects will 
be given a free hand to develop 
methods of construction which will 
reduce costs. It is to be expected 
that new types of residential build- 
ings will be developed which will 
result in radical changes in the 
building industry in the years imme- 
diately following 1933. 

Aside from the Basic and Applied 
Science display, the Social Service, 
Transportation, Agricultural, Fine 
Arts, State, Federal and other ex- 
hibits, these developments in light- 
ing and in building construction 
should make Chicago a mecca for 
electrical wholesalers two _ years 
hence. 

Hotels are already booking con- 
ventions for 1933. It is none too 
soon for the N. E. W. A. to give 
Chicago serious consideration for its 
Fall meeting in that year in order 
that adequate hotel accommodations 
may be secured. 





Nela Park Engineers Design Illuminated Bridge Table. 


Dan A. O’Connell, 


Jr., and A. Buchan of Nela Park, Cleveland, have designed a lighted bridge 
table on which a patent will soon be issued. Two diagonally opposite legs of 


the table carry the lighting fixtures. 


Small sections of nickel-plated pipe, with 


thumb screw joints for adjustment, support lamp sockets and trough reflectors 


which accommodate 25-watt T-10 bulb Mazda lamps. 
are located slightly below the eye level. 
there is a receptacle for a cigarette lighter. 


The lamps and reflectors 
Ashtrays have also been provided and 
The legs to which the lamps are 


fastened turn underneath. A simple adjustment of the thumb screws on the fix- 
tures permits the complete assembly to lie snugly against the bottom of the 
table. The electric connecting cord may be wound around hooks on the legs 
The entire operation of setting up and removing the table can be accomplished 
in about the same time as is required by the ordinary card table. 
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The Lionel Corp., New York, has 
forwarded to distributors its new 1931 
catalog and Railroad Planning Book. 
The catalog this year consists of 52 
pages in full color, showing the com- 
plete Lionel line of train sets and model 
railroad accessories. The front cover 
shows Bob Butterfield, the famous en- 
gineer of the New York Central’s 
“Twentieth Century Limited” with his 
two grandsons, Bob Butterfield, III, 
and Richard Butterfield. He is showing 
his grandsons Lionel’s latest steam type 
locomotive 400E. 





Men Available 


Jobber’s Salesman: Has had seven 
years’ experience in the wholesale indus- 
try as salesman with two New York 
houses as general supply salesman, 
working at the counter to taking charge 
of the store. Is in a position to go to 
any part of the country and can furnish 
references. Address Box 111, THE Jos- 
BER’S SALESMAN. 





Sales Promotion Man: Has had gen- 
eral sales promotional and advertising 
experience, including the handling of all 
sales promotional work for a large mid- 
western wholesale house. Will also be 
interested in work of this type either 
on a full time or part time basis. Ad- 
dress Box 112, THE Jopper’s SALESMAN. 


* * * 


New Lines Halt Sales Decline 
(Continued from page 15) 


stock is controlled by closely watch- 
ing the shelves and bins. 

Personnel totals nine; the owner, 
two salesmen, office and credit man- 
ager, counter man, warehouse man, 
shipping clerk and two office girls. 
Lines of about 40 manufacturers are 
regularly handled and 5,000 items 
are carried in stock. No parallel or 
duplicating lines are carried with the 
exception of two lines each of wiring 
devices and fuses. 

Gross profit for 1930 was sufficient 
to meet all operating expenses and 
pay 3.7% interest on capital and sur- 
plus invested in the business. Charg- 
ing the usual 6% interest shows an 
operating loss of 0.8% or less than 






















FREE FROM COSTLY 
°e HIDDEN DEFECTS @ 


When pride in craftsmanship takes precedence over 
quantity or production cost, the result, as in Fretz-Moon 
Conduit, is essentially a product of high quality. 


The exclusive, advanced process employed—the ex- 
treme care and rigid inspection that accompany each 
step during the manufacture of Fretz-Moon Conduit— 
insure finished conduit free from hidden defects. 


The metal is absolutely uniform and free from “burnt 
spots” that might cause cutting or threading trouble; 
the weld is tight and strong; the inside surface is free 
from scale, burrs and rough edges—as clean as the 
outside; threads are sharp, accurate and clean; coatings 
(whether zinc or enamel) adhere with a tenacious grip. 


The Fretz-Moon Conduit Booklet tells how it is 
made and why it is better. Write for a copy. 


FRETZ-MOON TUBE CO., Inc. 
BUTLER, PENNA. 


TRLIZ-MOON 


RIC/D CONDUIT 
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New Electrical Products, Illustrated 





HE “Star-Rite 

Magic Maid” is 
a complete mix- 
ing, beating and 
juice extracting 
unit, manufactured 
by the Fitzgerald 
Mfg. Co., Torring- 
ton, Conn.  Fea- 
tures of this prod- 
uct are: heavy duty, 
multi-speed motor; 
new type adjust- 
able standard; 3% 
quart lustrous 
opaque glass mix- 
ing bowl, smaller 
bowl to match; 
bowls automatic- 
ally revolve; chro- 
mium plated beat- 
ers, instantly de- 
tachable; extra long 
single beater for 
mixing drinks; 
complete juice ex- 
tracting attachment 
to match the mix- 
ing bowls, and jade 
green finish 
throughout. 








NEW, unbreakable attachment 

cap with hand grip has been 
put into production by Cutler-Ham- 
mer, Inc., Milwaukee, Wis. It is 
made of soft, resilient rubber with 
the blades fastened to a_ bakelite 
disc imbedded in the rubber base. 
The hand grip is narrow and slim, 
approximately 134 in. long, and has 
an artistic design moulded into the 
rubber. It is claimed the resiliency 
provided by the rubber handle will 
act as a strain relief protection to 
the cord, as well as to protect the 
cord from breaking directly at the 
cord hole. In addition to being un- 
breakable, the manufacturer states 
the soft rubber construction will 
prevent scratching or marring 
floors and furniture. 





66 OCARE” automatic electric 

steam radiators. brought out 
by the Nocare Electric Radiator 
Corp., New York, operate auto- 
matically and economically. They 
use the current about one-sixth of 
the time and maintain any given 
temperature between 35 and 95 de- 
grees, 24 hours daily. There is a 
size for every need. All sizes are 
portable and may either be placed in 
cabinets or hung near the ceiling. 


HE Bryant Electric Co., Bridge- 

port, Conn., has just brought 
out an armored cord-grip cap, No. 
JX and an armored cord-grip cord 
connector, No. 5103, of a new de- 
sign. The body of No. JX, left, is 
of composition, steel armored, cad- 
mium plated, with 7/16 in. cord 
hole. No. 5103 is a companion cord 
connector. Body is of brown com- 
position, steel armored, cadmium 
plated, with 7/16 in. cord hole. 
These two devices are especially 
adaptable when used together for 
cord connectors around places 
where cords are subjected to more 
than ordinarily rough handling. 





EAVER Mfg. Co., Newark, N. 

J., is emphasizing its table tap 
during the final quarter. This tap 
has four appliance outlets and is 
equipped with six ft. of cord. Cat. 
T-1, left, is made of genuine bake- 
lite, moulded in attractive color 
combination. Cat. T-2 is also made 
of genuine bakelite and equipped 
with cord set and genuine bakelite 
handle cap, but is a more economi- 
cal design of table tap sold at a 
lower price. 








so higersser 26 utilitarian ceiling ap- 

plicator is one of the new Ben- 
jamin-Electric sunlight fixtures us- 
ing the S-2 Mazda sunlight lamp, 
manufactured by the Benjamin 
Electric Mfg. Co., Desplaines, Ill. 
This fixture is intended for use 
where it can be mounted on the 
ceiling. It has a shielding cup over 
the lamp bulb which protects the 
lamp and prevents the cap from be- 
ing displaced on the lamp and also 
shields the eye from the glare of 
the sun lamp bulb. 
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MURRAY 


$1,000. Cash discounts taken in ex- 
cess of those given to customers re- 
duced this operating loss to less than 
$50 so that the firm practically broke 
even last year. This wholesaler ex- 
pects to show a moderate profit for 
1931, although his sales volume will 
be somewhat below that of 1930. A 
higher profit rate due to a larger pro- 
portion of lighting fixture sales and 
various small operating economies 
affected during the year are the fac- 
tors responsible for this improve- 
ment in the 1930 operating statement. 


* *K 


A Plan for the Wholesaler’s 
Salesman 
(Continued from page 7) 

Practical suggestions are given 
by which the salesman can decide 
how much business he should secure 
from each community and then how 
he can make an individual analysis 
of each dealer. It is also pointed out 
that this analysis of an entire terri- 
tory requires time and that the re- 
sults must frequently be revised be- 
cause conditions in any territory are 
constantly changing. 

“Getting Dealer Outlets’ is dis- 
cussed in the third booklet. “Know 
your line, the article itself, physically, 
the advertising which backs it, the 
sales aids which come with it, and 
the ‘success stories’ which bear out 
your contention that the prospective 
dealer can make money with it. The 
time to build up this sales equip- 
ment is before you try to make the 
sale and not in the middle of a sell- 
ing talk.” 

Having built up for himself the 
right kind of a sales approach the 
salesman must next decide, with the 
aid of his maps, where to devote his 
efforts. Each retail buying area will 
present its individual problem. In 
one he may have to secure a dealer 
outlet, in another to build up an ex- 
isting account, while in a third it 
may be a case of replacing a poor 
dealer with a good one. 


A good dealer is defined as one 
“who can and does sell your goods 
and pay for them in amounts con- 
sistent with the market opportunity. 
If the electrical contractor or dealer 
and the hardware store suit your 
purpose—fine! If not, look some- 
where else.” Local bankers, cham- 
bers of commerce and dealers in 
neighboring communities are sug- 











BAFET Y¥ 


CATALOG No. 273 
Combination main line, range and 
lighting switch, TO BE USED WITH 
NEW METER SEQUENCE (meter 
connection test block before meter). 


Combination 60-amp., 
service switch with acces 
and means of meter testing 
ing fuse attachment with 


CATALOG No. 267 
Combination 60-amp. 
main line switch and 
fuses—1 60-amp., 3 

wire range circuit; 4 
30-amp. lighting cir- 
cuits, 







your electrical 
ors will be gett 


bers’ salesmen greater 
for the sale of not o 


line of combination, 


MURRAY line. 


ing diagrams and list 


range circuit and 4 30-amp. 


SWITCHES 


CATALOG No. 786 


pole, 2-fuse meter 


sible main fuses 
, range and light- 
1 60-amp., 3-wire 
lighting circuits. 


contract- 
ing more 


electric range jobs... . 


. . . and that opens up to you job- 


opportunities 
nly the most 


complete, but universally approved 


main line, 


range and lighting switches—the 


All information you require is con- 
tained in the MURRAY Range 


Switch Bulletin—it also shows wir- 


prices which 


interest your contractor customers. 


METROPOLITAN 
DEVICE GORPORATION 


1250 ATLANTIC AVENUE 
BROOKLYN ~~ 


NEW YORK 
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New Electrical Products, Illustrated 





HE new electric food 

mixer, developed by the 
A. F. Dormeyer Mfg. Co., 
Chicago, is entirely portable 
and is furnished with a simple 
convenient stand to which the 
mixer can be attached and de- 
tached instantly. A ball bear- 
ing and adjustable turntable 
permits the use of any size 
mixing bowl. Adjustable fin- 
gers with ratchet control hold 
the bowl in place and prevent 
tipping. A powerful universal 
motor operates the mixing 
unit which is instantly con- 
vertible to a juice extractor 
and drink mixer. The mixer 
is chromium plated, except 
the malleable iron base which 
is black enameled. The ma- 
chine rests on cushions of 
rubber to eliminate possibility 
of vibration, sliding or slip- 





IRT Co., Philadelphia, has 

recently designed a combi- 
nation lamp tester and “Dim-A- 
Lite” display stand. This tester 
has provisions for literature in 
the front and a stock of “Dim-A- 
Lites” in the back. It contains a 
slip socket wired for lamp testing 
and four slip sockets for display- 
ing as many different sizes and 
styles of lamps. 





PROVIDING a permanent con- 
venience outlet for plugging-in 
outdoor lighting connections or ap- 
pliances, a new outdoor flush recep- 
tacle has been recently put on the 
market by the Arrow Electric Divi- 
sion, Hartford, Conn. It is sturdily 
designed so as to be weatherproof, 
and has a cadmium on brass finish. 
When not in use, a metal cap screws 
over receptacle opening for protec- 
tion from weather. When connected 
the standard attachment plug cap is 
covered with separate metal cap 
which screws onto flush plate. A 
rubber mat fitting under the plate 
completes the weatherproofing. 











WO new products introduced by the Fitzgerald Mfg. Co., Torring- 

ton, Conn., are the “Star-Rite” heat convector, left, and the “Star- 
Rite” health lamp. The convector is so designed that it distributes either 
hot or cold air quickly over a wide area—cold air being sucked up from the 
floor, heated, and electrically fanned in a gentle breeze to all parts of the 
room. This new model is equally efficient as an air cooler and may also 
be used as a hair and clothes dryer. The carbon arc lamp is scientifically 
designed to produce both ultra violet and infra red rays. It has a polished 
aluminum reflector and a sturdy cast iron base in attractive green finish. 
Very simple to operate—by moving levers found on sides of reflector car- 
bon contact is established. Each lamp is equipped with two sets of “Ever- 
ready Sunshine” carbons, six mm., three in. long which burn approximately 
50 minutes, one set of goggles included. Lamp operates from wall socket. 
For those who desire a support, a sturdy, nickel plated tripod may be se- 
cured which is adjustable to various heights. 


MPROVED fea- 
tures in the new 
Delco vacuum clean- 
er, made by the Delco 
Appliance Corp, 
Rochester, N. Y., 
are: light weight; 
perfect balance; self- 
oiling, Universal mo- 
tor; reaches around 
and under furniture; 
wide cleaning area; 
easy rolling; finger- 
tip control; floating 
brush; powerful suc- 
tion; ball bearing 
motor; duralumi- 
num handle, and 23 
ft. of non-kinking 
rubber cord. 








EATURES of the new “Water- 

tite” weatherproof socket recently 
put into production by the Danie! 
Woodhead Co., Chicago, are: made 
of rubber, non-breakable; soft rub- 
ber lip grips lamp, cannot back out; 
application of lamp effectively seals 
socket, preventing entrance of 
water, dust and vapor; no cement 
to melt or break out; re-inforced 
leads, and standard shade holder 
groove. 
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gested as sources of leads when a 
salesman is finding it hard to locate 
the right kind of dealer in a partic- 
ular area. 


The last three booklets outline an 
effective program whereby the dis- 
tributor’s salesman can improve and 
maintain the sales ability of his lamp 
dealers. The three main factors 
which affect a dealer’s progress are 
discussed and definite suggestions are 
given which the individual salesman 
can apply to his own accounts. First, 
the dealer’s operation inside his 
store, the selection and maintenance 
of proper stocks and training both 
him and his clerks in methods of sell- 
ing lamps. Second, the problem of 
the proper display of merchandise in 
the window and the layout of the 
interior of the store to display to the 
best advantage there. Few dealers 
realize how extremely important this 
is, and fewer still accomplish it. 
Third, the question of helping the 
dealer and his organization to build 
up effective solicitation of lamp busi- 
ness outside the store, through the 
proper use of newspaper advertising, 
house-to-house selling and _ direct 
mail. A separate book is devoted to 
each of these main factors. 


These last three booklets supply, 
for this manufacturer, the third step 
in THE JOBBER’S SALESMAN Plan, the 
step every manufacturer must de- 
velop for himself—a definite sales 
plan for his distributors’ salesmen, 
applying specifically to his own 
product. 

























































Introducing H. E. Mason, district 
manager for the Appleton Electric Co. 
With headquarters in Whitefish Bay, 
Wis., Mr. Mason has a large acquaint- 
ance in the electrical fraternity and is 
often seen at conventions. 








COUNTLESS USES 
FOR THE 
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NEON GLOW LAMP 
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A new, colorful, attractive counter 


displayfea 


turingtheS14Neon Glow 


Lamp is now ready for dealers. 


in home, theatre, lab- 
oratory, factory, etc. 


Where economy or low level illumination 
is desired, no lamp serves better than the 
Neon Glow Lamp. With metal electrodes 
that never burn out, it withstands sudden 
shocks and continued vibration. Lasts over 
3000 hours before bulb begins to blacken. 
Uses less than 5 cents a month in current. 
Innumerable uses in industry as strobo- 
scopes, vibrometers, etc. Send for complete 
information on unusual sales and profit pos- 
sibilities. Address: General Electric Vapor 
Lamp Co., 891 Adams St., Hoboken, N. J. 


GENERAL @ ELECTRIC 
VAPOR LAMP COMPANY 


© G. E. V. L. Co., 1981 



















The connector 
with the 
8 lly 
threaded 
metal insert 


7-9 Bridge St., 


U. S. Pat, Nos. 1,635, 
will be 














Ce ae ee 


293 and 1,736,397. 
vigorously prosecuted. 


tions. 


General Sales Office 


G. DENN MONTGOM 4% Jr. 


Phone CAnal 6-7533 and 6-6186 


458 Broadway, New York City 


Infringements 


Why don’t you sell 
contractors the 
idea of speedier, 


SAFER wire 


connections ? 


With the S R K connector 
they can do a 100% de- 
pendable job with no sol- 
dering or taping. Send for 
samples with which you 
can make interesting, 
sales-getting demonstra- 
Und. and Factory 
Mutual Labs. approval. 


JIFFY WIRE CONNECTOR CO. 
Hackensack, N. J. 


The Jobber’s Salesman’s 
Market for YAGER’S 
Soldering Salts 


Electrical contractors, industrial plants, 
factories, motor repair shops, hardware 
dealers, etc.—and they all know about 
YAGER’S. No better brand offered at 
any price. 

Standard sized containers and in 25, 50 
and 500-Ib. drums. 

Write for a sample. 


Alex R. Benson, Inc., Hudson,N.Y. 


V 
YAGER’S 


Since 1873 
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New Electrical Products, Illustrated 




















URNISHING an intense spark 

irrespective of a weak battery, 
weak coil or the presence of re- 
sistor suppressors introduced in the 
ignition circuit when an automobile 
radio set is installed, the Burgess 
“Ignition Booster” is said to facili- 
tate the starting of any car under 
all conditions. Brought out by the 
Burgess Battery Co., Chicago, this 
device comprises a_ relay unit 
mounted in a neat, compact alumi- 
num case with exposed terminals 
for the connections, and a compact 
6-volt dry battery held in a con- 
venient mounting. Connections are 
made with the dead side of the 
starting switch and with the pri- 
mary circuit of the ignition coil. 





EXCEL Radiator Co., Milwau- 

kee, Wis., has brought out a 
light-weight, portable electric hot- 
water heater and air conditioner. 
Furnished in walnut ripple with 
polished front-face, bead and han- 
dle, it fits in with the furnishings 
of any home in cold weather. It cir- 
culates hot air at a speed of 360 ft. 
per minute and in summer it blows 
cool refreshing air. Water is used 
as a medium to evenly distribute the 
heat in the core from which it is 
circulated by means of a fan. The 
electric heating element being im- 
mersed in water does not burn the 
oxygen out of the air and is said to 
have a practically indefinite life. 


6 UMBER 39-A_ Blotorch,” 

manufactured by the Turner 
Brass Works, Sycamore, IIl., is de- 
signed for long and trouble-free 
service. -The manufacturer claims 
that it is impossible to jam the ori- 
fice through hard usage. The clean- 
ing needle and orifice block can 
easily be replaced if long wear 
makes this necessary. It has cool 
composition valve handles. Its drip 
cup can be conveniently filled 
through the lower priming valve. 
In addition it has a highly polished, 
seamless, one-quart capacity tank, 
trouble-free pump and comfortable 
handle grip. 


ITE-HETE electric heating 

pads, put on the market by the 
Rite- Hete Mfg. Corp., Minne- 
apolis, have a thermostat and the 
new Duostat heat control. Other 
features are: asbestos envelope for 
greater safety; resistance wire is 
evenly wound around an asbestos 
core and then insulated with a firm, 
durable covering of asbestos yarn, 
and a new three-way heat switch. 








MERICAN Circular Loom Co., 
Inc., New York, announces 
the “Red Seal” No. 162 armored 
cable connector. This fitting incor- 
porates a new design and a new 
principle of holding armored cable 
in a box. No locknuts are neces- 
sary. The die-formed steel barrel 
clamp will compress with a fraction 
of the manual effort required to col- 
lapse a casting and will hold more 
securely because of this ease of 
compression. 








T HE Jefferson Electric Co., 1500 
S. Laflin St., Chicago, has de- 
veloped a new plug fuse with a 
visible element and insulator top. 
The new plug fuse is made with a 
porcelain safety insulator top. The 
top of the fuse has a cutout which 
is filled with clear mica and the 
specially formed fuse element makes 
it possible to see at a glance whether 
the fuse is blown. 





NEW line of three-wire live 

rubber “Twist-Lock” devices 
has been placed on the market by 
Harvey Hubbell, Inc., Bridgeport, 
Conn. The live rubber adds an un- 
breakable feature to the plugs, con- 
nectors and bodies for industrial use 
and for all portable electrical equip- 
ment and devices. All “Twist-Lock” 
devices are properly polarized and 
grounded to protect the user against 
the dangers of shock and fire haz- 
ard. The blades when inserted in 
the receptacle or connector body 
slots are locked in place by a slight 
turn or disconnected by a slight 
turn in the opposite direction. The 
security of a direct electrical con- 
nection and the flexibility of a sep- 
arable connection are provided by 
this feature. 
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SALES MANAGER WANTED 


with experience selling electrical 
supply jobbers and electric pub- 
lic utilities, who also has experi- 
ence in sales promotion and 
management of men. Give com- 
plete personal details, business 
experience, reference, compensa- 
tion expected, etc. 


Address 
Box L 1131 


THE JOBBER’S SALESMAN, 
520 N. Michigan Ave., 
CHICAGO, ILL. 











WHOLESALER’S 
MARKET DATA CHARTS 


Now Available 


Complete set of 8 .. $1.00 


Single Charts, each ..... 15 
(Minimum order $1.00) 





Order from 
THE JOBBER’S SALESMAN 

















ELECTRICAL 
DISTRIBUTION MAPS 
No. 1. Manufacturers’ Sales 
Districts. 


No. 2. Wholesale Trading 
Areas. 


No. 3. Location of Existing 
Wholesalers. 


Single Maps $3.50 
Set of 3 $10.00 





VERIFIED LIST OF 
ELECTRICAL 
WHOLESALERS 
With supplementary radio and 


hardware lists. 


To Advertisers: 
$10.00 First Copy 
5.00 Additional Copies 
To Non-Advertisers: 
$30.00 per Copy 





Order from 


THE JOBBER’S SALESMAN 
520 N. Michigan Ave. 
Chicago, Iil. 

















St. Joseph, Mo., papers please copy. 
Up bobbed Harry White, formerly with 
the American Electric Co. of that city 
and now handling the state of Iowa for | 


Harry 
Moines. 


the National Lamp Works. 
has his headquarters at Des 





Latest Trade Literature 
Borden Co., Warren, O.— New 
No. 32 Condensed Catalog. 


* * * 


Statement of the Ownership, Management, 
Circulation, Ete., Required by the Act 
of Congress of August 24, 1912, 
of The Jobber’s Salesman, published monthly at Chi- 

cago, Illinois, for October 1, 1931. 
State of Lllinois, County of Cook, ss. 

before me, a notary public in and for the State and 
county aforesaid, personally appeared C. W. Forbrich, 
who having been duly sworn according to law, deposes 
and says that he is the business manager of The Job- 
ber’s Salesman and that the following is, to the best 
of his knowledge and belief, a true statement of the 
ownership, management (and if a daily paper, the 
circulation), etc., of the aforesaid publication for the 
date shown in the above caption, required by the Act 
of August 24, 1912, embodied in section 411, Postal 
Laws and Regulations, printed on the reverse of this 
form, to wit: 

1. That the names and addresses of the publisher, 
editor, manacing editor, and business managers are: 
publisher, Electrical Trade Publishing Co., 520 N. 
Michigan Ave., Chicago; editor FE. T. Rowland, 620 
N. Michigan Ave., Chicago; managing editor, E. 4 
Rowland, 520 N. Michigan Ave., Chicago; business 
managers. D. G. Pilkington, C. W. Forbrich, 520 N. 
Michigan Ave., Chicago. 

2. That the owner is: (If owned by a corporation, 
its name and address must be stated and also immedi- 
ately thereunder the names and addresses of stockhold- 
ers owning or holding one per cent or more of total 
amount of stock. If not owned by a corporation, the 
names and addresses of the individual owners must be 
given. If owned by a firm, company, or other unincor- 
porated concern, its name and address, as well as those 
of each individual member, must be given.) Electrical 
Trade Publishing Co., 520 
Edgar Kobak, Jackson Heights. L. I. N. 
Ehrlich, 520 N. Michigan Ave., Chicago. 

3. That the known bondholders, mortgagees, and other 
security holders owning or holding one per cent or more 
of total amount of bonds, mortgages, or other securities 
are: (If there are none, so state.) None. 

4. That the two paragraphs next above giving the 
names of the owners, stockholders, and security hold- 
ers, if any, contain not only the list of stockholders 
and security holders as they appear upon the books 
of the company but also, in cases where the stockholder 
or security holder appears upon the books of the com- 
pany as trustee or in any other fiduciary relation, the 
name of the person or corporation for whom such 
trustee is acting, is given; also that the said two 
Paragraphs contain statements 
knowledge and belief as to the circumstances and con- 
ditions under which stockholders and security holders 
who do not appear upon the books of the company as 
trustees, hold stock and securities in a capacity other 
than that of a bona fide owner; and this afflant has no 
reason to believe that any other person, association, or 
corporation has any interest direct or indirect in the 
said stocks, bonds, or other securities than as so stated 


Y.; Howard 


y him. 
5. That the average number of copies of each issue | 


of this publication sold or distributed, through the 
mails or otherwise, to paid subscribers during the six 
months preceding the date shown above is (This in- 
formation is required from daily publications only.) 
Cc - Forbrich. 
ag and subscribed before me this 21st day of 


Sept., 
Elsie E. Stover. 
1933.) 


(My commission expires Dec. 10, 


embracing afflant’s full | 





| 


| 
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N. Michigan Ave., Chicago; | 
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or 29 years Al- 
phaduct has been a 
by-word with elec- 





trical contractors 


who appreciate hon- 


est value at the 
right price. 








ALPHADUCT CO. 
136 Cator Avenue 
















| JERSEY CITY, N. J. i 
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GRIPS TIGHT 
— STAYS TIGHT 





Patented 
Approved 





SHERMAN 
GROUND CLAMPS 


Are the only all-copper, one-piece 
clamps which can be drawn tight and 
which stay tight. 

They are the only ground clamps that 
can be used for either soldered or 
solderless connections. 

A light ground clamp for radio is 
also available. 

Four sizes cover all requirements. 


H.B.SHERMAN MFG.CO. 
Battle Creek, Mich. 
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No other 
fuse line 

can offer 
more in 
quality, 
completeness, 
service 

or price 








cr 


little corner’ 


. and I will 
devote it to pro- 
ductive propaganda 
covering KIRK- 
MAN standard 
N. E. C. fuses. 


You can provide every 
need with this line at 
prices that satisfy. You 
can sell this line be- 
cause there is hardly 
a contractor or indus- 

” trial that doesn’t know 
the K. E. brand. 





“This is my | 
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KIRKMAN ENGINEERING CORP. 


Fuse Makers Since 1912 
1 DOMINICK STREET » » NEW YORK 


Location of Warehouse Stocks 


J. BR. O'DONNELL R. L. CUNNINGHAM 
550 Howard Street 600 So. Delaware Ave. 
San Francisco, Calif. Philadelphia, Pa. 


KABERNA & CO. H. W. MacLEOD & CO. 
29 So. Desplaines Street 242 Congress Street 
Chicago, Llinois Boston, Mass. 
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BUZZERS 


Catalogs 


—that help you sell! 


Electrical Trade Catalogs offers you 
practical every-day assistance in your sales work. This handy 
collection of catalogs instantly recognized everywhere you go— 
by the GREEN binder with the ORANGE bands—opens up a 
new and effective sales introduction to your products. 


On your next call point out to your contractor or dealer friend 
the catalogs of the firms you represent in this file. He will ap- 
preciate your suggestion that he turn to Electrical Trade Cata- 
logs for data on your lines. He knows that the manufacturers 
who file their catalogs in this “National Catalog-File of the 
Electrical Trade” are manufacturers who send him their catalogs 
in the way he likes to have them. 


Make this collection of catalogs work for you. Try it out on 
your next call! - 


When calling on Industrial Plants refer your manufacturing 
friends to Electrical Engineering Catalogs. (The Blue binder 
with the ORANGE bands.) 
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ADDUCT 


GOES INTO A JOB 
WITHOUT GRIEF 
—And Stays There! 


that's why electrical contractors like it. XDUCT bends, 
threads and cuts easily, thus it saves time and money in in- 
stallation. Architects and electrical engineers like it, too, be- 
cause of its outstanding corrosion-resisting qualities. 


Made from specially prepared "SPELLERIZED" and "SCALE- 
FREE" mild steel pipe, XDUCT is sound insurance against ulti- 
mate troubles and expensive replacements.—XDUCT for per- 
manency. 


XDUCT is well made, well advertised and well liked—hence, 
easy to sell. It is a good product for you to handle. 


A.C.L. Co. also manufactures ELECTRODUCT, black enam- 


eled conduit. 


AMERICAN CIRCULAR LOOM COMPANY, Inc. 


WOOLWORTH BLDG. 
233 Broadway, New York 


. mee (Other A.C. L. 
Rey E = Products 


"Red Seal" Weatherproof 
Armored Cable. 


"Loomflex Cable," non- 
metallic sheathed. 

"Loomflex," non-metallic 

Corsa ma flexible conduit. 

"Electroduct" Black Enam- 
eled Rigid Conduit. 

"Red Seal" Flexible Me- 

GL LC IT OU le fa Sea de a fe so 9 tallic Conduit. 

"Red Seal'’ ABC Armored 

Bushed Cable. 


Boxes & Fittings. 
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REASONS WHY 
TAPE BUYERS 
ALWAYS REPEAT ON 
THEIR ORDERS FOR 
PLYMOUTH QUALITY 


. that’s the first thing a particular tape buyer checks on 
he doesn’t want tape that is “gooey” but tape that STICKS 
once it has been wrapped. 


Your tape sales depend a lot on that feature, for one, and 
there are some others that lift Plymouth SLIP-KNOT out of 


the so-called competitive class. 


Just keep this in mind —it doesn’t pay to consider cheap 
friction tape because... . 
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RUBBER COMPANY INCORPORATED 
CANTON, MASS. 
Manufacturers Since 1896 Ce 














When the Big Boss Says 
“Make More Sales’ 


Then More than Ever 
you should turn for help to 


BUS 


is keenest in years—-when prices are being slashed 
right and left—-when customers are watching every 
penny they spend—when every possible thing must 
be done to MAKE MORE SALES—can you afford 
to overlook those lines which your customers will buy 
because they save them money? 


When competition 


Isn’t it true that now more than ever you need an 
item like BUSS SUPER-LAG Renewable Fuses to 


break down buying resistance? 


How BUSS FUSES Will Make Sales for You 


Because they do not blow on every harmless current 
surge or overload many costly shutdowns are avoided 
machines are kept running—lights are kept glowing 
workers are kept busy and overhead is cut down. 
These are the things that your customers are inter- 
ested in today. This is the reason they will buy BUSS 
SUPER-LAG Fuses now to replace old fashion fuses. 


Can you afford to overlook such a powerful sales 
aid as this--a fuse designed to help. kéep the plant 
operating as well as protecting the equipment. 


SUPER-LAG FUSES 


You Have the Whole Story in Your Binder 


On the discount sheets in your binder you will find 
a complete description of this remarkable new fuse. 
When you call on a prospect just lay your binder in 
front of him and point out to him just what it will 
mean in dollars and cents for him to standardize on 
BUSS SUPER-LAG Renewable Fuses. 


Today when every penny must be earned no cus- 
tomer is going to lightly turn you aside with such a 
story in front of him. 


We'll Help You Make Sales 


If you have any customer you “just can’t swing 
over” call on the BUSS representative in your ter- 
ritory. He’ll be glad to help you. Or ask your sales 
manager to have us send you additional sales aid to 
help get the story over. 


When all your customers are talking “saving 
money” and your sales managers are talking “‘more 
sales” now more than ever should you pick a line 
such as Buss Fuses to help you. 


BUSSMANN MANUFACTURING COMPANY. - ST. LOUIS, MISSOURI 


A Division of the McGraw Electric Company 








